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ABSTRACT 
 
The research is based on a case study of an internal newsletter, Platform. The 
objective was to obtain more information about Transnet Freight Rail employees‘ 
thoughts on its effectiveness and the effectiveness of internal newsletters by using 
Platform as an example. The treatise explored the perceptions of employees and 
Transnet in terms of the  effectiveness of the internal newsletter as a communication 
tool as well as their attitudes towards the newsletter as an information disseminating 
medium. A mixed methods approach was used for analysis in this study. The first 
methodological paradigm took an interpretivist approach, focusing primarily on 
analysing the content of the newsletter. The second methodological design was based 
on the positivistic theory approach and utilised a survey by questionnaire. One 
hundred and twenty (120) questionnaires were issued to Transnet Freight Rail 
employees representing the three regions: Central Region, Eastern Region & Western 
Region and the Head Office of which 120 (100%) were received back by the deadline. 
Of these respondents 56 (46,66%) said that they find Platform very relevant as an 
internal newsletter. A further finding was that 68,33% of the respondents said 
Platform should stay as it is. About 58,33% of the respondents took 30 minutes to an 
hour to read the newsletter with ratings of 72,5 % interested in communication from 
management, 65% in financial performance, 60% in news about people and 59,16% 
in departmental information. The main types of information required are about 
updates on business performance and safety news. The content of six editions of the 
newsletter was analysed.  The newsletter editions used were from the latest one 
published counting backwards.  The content of the newsletter varies in each edition 
and depends on the theme. There are similar themes that come up with every edition 
such as safety. The style of writing used is simple to ensure maximum understanding. 
 5 
CONTENTS 
Page  
 
CHAPTER 1: INTRODUCTION OF THE RESEARCH PROBLEM  7 
1. Introduction         7 
2. Company background        8 
2.1 Strategic dimensions        9 
3. The research problem        10 
4. Context          12 
5. Definition of an internal newsletter      14 
6. Scope of study         15 
7. Aims and objectives of the research      16 
8. Research design         16 
8.1 Sampling: type and size        16 
9. Research methodology        17 
10. Time constraints         19 
11. Assumptions         20 
12. The importance of the study       20 
13. Outline of the research report       21 
14. Summary of the chapter        22 
CHAPTER 2: LITERATURE REVIEW      24 
1. Introduction         24 
1.1 Organisational communication       25 
2. Internal newsletters         28 
2.1 The effectiveness of internal newsletters      33 
3. Barriers to effective communication      38 
4. An effective newsletter as a goal       40 
5. Summary          41 
CHAPTER 3: RESEARCH DESIGN AND METHODOLOGY   43 
1. Introduction         43 
2. Methodological paradigm        44 
2.1 Research design         46 
2.2 Methodology         49 
3. Type of sampling         50 
 6 
3.1 Sample size         51 
4. Data collection method        52 
4.1 Questionnaires         53 
4.1.1 Ethical consideration        55 
5. Trustworthiness         55 
6. Pilot testing and assessing validity       57 
7. Data analysis         58 
8. Summary          59 
9. Conclusion          60 
CHAPTER 4: RESULTS        62 
1. Introduction         62 
2. Qualitative content analysis       62 
3. Evaluation          63 
3.1 Standard features         64 
4. Analysis of the regulars        64 
4.1 Cover          64 
4.2 The contents page         66 
4.3 Editorial          66 
4.4 The Chief Executive‘s articles       67 
4.5 Safety articles         67 
4.6 Columnist articles         68 
4.7 Letters to the editor        69 
4.8 Appointments         69 
4.9 The back page         70 
5. Approval process         71 
6. Analysis of each edition        71 
6.1 July 2010          71 
6.2 January/February 2011         73 
6.3 May 2011           74 
6.4 July 2011           76 
6.5 August 2011          77 
6.6 September 2011          78 
7. Discussion          79 
8. Responses to the questionnaires       81 
 7 
8.1 Results          81 
8.2 Analysis and results        81 
8.3 Discussions         84 
9. Summary          85 
10. Conclusion         86 
CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS  87 
1. Introduction         87 
2. Conclusions         87 
2.1 Areas for improvement        88 
3. Data ambiguities and research limitations      89 
3.1 Developing a vision and strategy       90 
4. Proper planning         91 
4.1.1 Prevailing perceptions with regard to the research problem   92 
4.1.2 Communication         93 
4.1.3 Generation of short-term wins       94 
4.2 Areas to be sustained        94 
5. Recommendations         95 
6. Summary          96 
7. Conclusion          96 
References and reading list        98 
APPENDICES 
List of figures 
1.1 Relevance of Platform as an internal newsletter     101 
1.2 Time when Platform readers read their copy     101 
1.3 Platform way forward        101 
1.4 Topics that readers would like to read more about in Platform    102 
1.5 Time taken to read the newsletter       102 
List of tables 
1.1 Rating of sections in terms of the listed characteristics    103 
1.2 Rating of Platform as a communication tool      103 
 
 
 
 
 8 
CHAPTER 1: INTRODUCTION OF THE RESEARCH PROBLEM 
 
1. INTRODUCTION  
 
This chapter aims at outlining the research problem. This mainly includes a brief 
background of the organisation within which the research problem is being 
conducted. This will be followed by the description of the research problem itself, as 
well as the most important issues to the problem. After this, the aim and objectives of 
the research will be outlined.  
 
The research is a case study on an internal newsletter called Platform, which is a 
monthly internal publication, targeted at Transnet Freight Rail employees. It is 
important and significant to see if the information that Transnet Freight Rail 
employees receive from Platform enhances and broadens their knowledge about 
issues affecting them and the company. The research is useful to the Transnet Freight 
Rail Communications and Media Department as this publication is seen as a 
cornerstone of effective communication and for boosting the relationship between 
management and employees. The research problem was also chosen to see if the 
Transnet Freight Rail internal newsletter does reach its objective, which the 
Executive Committee of Transnet Freight Rail referred to as ―an ideal way to provide 
recognition, boost employee morale, improve employee relations and educate 
employees, so they work together towards common company goals‖.  
 
It would be impractical to question every member of the targeted population in 
conducting the research. Therefore, sampling will be used to give a representative 
picture of such a population.  As the research will be centred on the effectiveness of 
internal newsletters, a concept that touches on the communication aspect of the whole 
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organisation, it is significant that the scope of the research be defined in terms of the 
following: application, time constraints, financial constraints and literature applied.  
The chapter will also touch on a number of assumptions made. These assumptions are 
important from a point of view of adding credibility and substance to the outcomes 
and recommendations of the research.  Lastly, the importance and relevance of the 
study to the organisation will also be outlined. 
 
2. COMPANY BACKGROUND 
 
Transnet Freight Rail is part of Transnet Limited, a public company with the South 
African government as its sole shareholder. Transnet Freight Rail is also the largest 
division of Transnet. It is a world class heavy haul freight rail company that 
specialises in the transportation of freight. Its head office is in Johannesburg 
(Parktown), South Africa. Transnet Freight Rail has approximately 23 000 employees, 
who are spread throughout the country. The company maintains an extensive rail 
network across South Africa that connects with other rail networks in the sub-Saharan 
region, with its rail infrastructure representing about 80% of Africa's total. Transnet 
Freight Rail has positioned itself to become a profitable and sustainable freight 
railway business, assisting in driving the competitiveness of the South African 
economy. The company is made up of the following businesses: General Freight 
Business, Coal line and Ore line. The company has been a monopoly in the 
transportation industry until in the late eighties when the government took a decision 
to deregulate transport in South Africa resulting in road transport being a major 
competitor. The company has over the years implemented initiatives aimed at 
empowering its employees at all levels.  
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2.1 STRATEGIC DIMENSIONS 
A number of changes have taken place in Transnet Freight Rail. In July 2007, 
Transnet unveiled a new image which entailed adopting a monolithic brand and 
Spoornet was renamed Transnet Freight Rail. Other changes include disposing of 
non-core business units such as passenger rail to new owners. Most recently is the 
appointment of a new board with a new chairman and a new group chief executive 
amongst others. These developments are in line with the reality that organisations are 
not static but undergo various and continuous changes. Transnet Freight Rail has 
begun implementing a five-year turnaround programme. The company identified five 
key priorities in its turnaround plan: Customer service delivery, a 100% scheduled 
railway, Safety, Human Capital Development and Creating the capacity to handle 
more freight.  
 
The changes have prompted an intense need for sharing of information and ensuring 
employees understand where the organisation is headed. Strategic issues such as the 
business plan, the set targets, safety, customer services and employee‘ issues need to 
be disseminated to a wider audience who are different in terms of literacy, language 
and culture. The organisation has a number of communication tools that are used to 
disseminate information internally. One of those tools is the internal newsletter, 
Platform, which is also the subject of the research.  
 
Because of the vastness of the organisation there has been a need to measure the 
effectiveness of the newsletter. With employees spread throughout the country, some 
with no access to computers and face to face communication with everyone at the 
same time not possible, the newsletter has the potential to be used as a more effective 
communication tool. The treatise will explore the perceptions of employees in terms 
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of the effectiveness of the internal newsletter as a communication tool as well as their 
attitudes towards the newsletter as an information disseminating medium.  
 
3. THE RESEARCH PROBLEM  
It is the view of the researcher that internal newsletters are good strategic 
communication tools when utilised effectively and objectively.  
 
By so doing an organisation avoids the following perceptions and anomalies: 
 
 Internal newsletters being seen as the mouthpiece of management 
 Employees perceiving it as ‗full of fluff‘ and resorting to external sources 
for strategic/organisational information 
 
The above perceptions on which the problem could be centred can easily put a dent 
on the company‘s communication strategy. That is, without the full commitment of 
all the role players the set objectives of organisational communication, as contained 
in the strategy, can never be realised. 
Although the researcher might have contrary views to the perceptions, they remain 
true until proven otherwise by the research. Newsletters are one of the 
communication and public relations tools that exist for drawing attention to a 
business. Sending out a quality newsletter on a regular basis to the various 
stakeholders: employees, clients, potential clients, the media, and other important 
sources, keeps them updated about the business. Frequency builds familiarity, and 
familiarity inspires return visits. This is evidenced when people call or email 
enquiring about the newsletter if it has not been delivered at the time it usually is.  
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Townsend-Hall (2007) notes that newsletters can only be effective if people bother to 
read them. In order for people to know what is happening around them they must be 
supplied with the information. Cripwell (2008) notes that it may be true that people 
need information to make better and more informed decisions in today's business 
world, but the information coming through is far greater than what may be required; 
hence the problem of Information Overload (Cripwell 2008). In the knowledge 
economy, information is our most valuable commodity. Information Overload is an 
increasing problem in the workplace. It is now commonplace to be getting too many 
e-mails, reports and incoming messages to deal with them effectively (Prusak 1995). 
The research is also relevant to the work I do as the editor of the newsletter. It is my 
responsibility to oversee the production process of the newsletter from start until it is 
printed and delivered to employees. The research will benefit Transnet Freight Rail 
and indeed other organisations as it will help them see if the content and the reporting 
that is produced is what employees need based on empirical sound, scientific research 
findings. The objective of the research was also to gather more information on 
whether the internal newsletter has enhanced employees‘ knowledge about 
organisational activities. This research will also enable management of these 
publications to make informed decisions in terms of what the employees‘ needs are. 
The research will give insight into the general principles of perceptions the readers, 
who are Transnet Freight Rail employees, have about the Platform. 
 
KPMG's Knowledge Management Research Report 2000 (Neal 2000) indicates that 
although companies have started knowledge management initiatives, the investment 
is at risk due to the impact of information overload. Two thirds of respondents 
complained that there is not enough time to share knowledge and that inefficiencies 
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develop due to the duplication of processes. This stands in contrast with a Reuters 
report entitled 'Out of the abyss – surviving the information age' (Lake 2001). The 
report indicates that many people feel intranets and on-line services decreased 
information overload and allow them to manage their information activities more 
efficiently. 
 
4. CONTEXT 
 
Transnet Freight Rail is proudly placed to dramatically alter the South African rail 
industry. The aim of the company is to be a home to a competent, committed, stable 
and diverse workforce that will move the organisation to its greatest heights 
(www.spoornet.co.za). Having a diverse workforce means the communications 
department has the difficult task of finding a way of packaging information in such a 
way that it reaches and is understood by everyone. There has been outcry demand 
from the Executive Committee (EXCO) level to improve on the communication side 
more so internally. According to Nirmaldasan (2002) an internal newsletter is a 
publication to communicate to employees the company's achievements, priorities and 
perspectives in both the commercial and social spheres. The newsletter, however, has 
space to highlight the achievements of the employees and their families. This is done 
to encourage employees and involve them in the company's mission (Nirmaldasan 
2002). 
 
The Transnet Freight Rail Communication Department‘s role is to provide strategic 
support to the organisation on communication implications of all activities that have 
an impact on the employees‘ ability to perform; their perceptions of the company, and 
this support is provided through a wide range of communication activities and 
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platforms, including the internal newsletter. The focus of the treatise will only be on 
the internal newsletter as one of the communication tools used internally. 
  
The communications department has committed itself to improving the way 
communication takes place and to enhance its effectiveness. Downes (2005) notes 
that the idea of an internal newsletter is to communicate the activities and policies of 
one section of the organisation with the wider organisation. ―One of the main 
challenges is readership, as getting knowledge or information across to people who 
are busy and don‘t have time to search the news, information and policies for 
themselves can be difficult when they aren‘t sure they have time to even read your 
newsletter!‖. The cornerstone of many internal communication plans is the employee 
newsletter. Even in this age of intranets and CEO Podcasts, the newsletter remains the 
communication workhorse for many organisations (Downes 2005). 
 
An internal newsletter is a valuable communication tool for companies, both large 
and small. It is in effect a companywide meeting held in written form (Hemp 2009). 
Information can be conveyed to employees that involves both work activities, as well 
as social activities. Information can be included alerting employees of important 
upcoming deadlines, days the office will be closed, accomplishments and general 
information about how the company is operating (Kirk 2004). Clampitt (2005) notes 
that effective corporate newsletters serve as internal cheerleaders, boosting employee 
morale and support of management and corporate objectives.  
 
The treatise will address internal communication issues, the newsletter as an internal 
communication tool, communication styles and will further propose a way to improve 
the effectiveness of the internal newsletter. In so doing, organisations will become 
aware of the barriers to successful utilisation of an internal newsletter, possible 
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solutions to overcoming those barriers and how they can improve the effectiveness of 
the newsletter as a communication tool. This will provide valuable insight into the 
broader usage of internal newsletter possibilities available for different organisations 
and offer guidelines on how to approach internal newsletters in various organisations. 
 
The treatise will explore the effectiveness of internal communication in Transnet 
Freight Rail through an analysis of the internal newsletter, Platform as one of the 
internal communication tools used and a comparison with the criteria for effective 
communication proposed by Kotelnikov (2001) such as to inform, to request, to 
persuade and to build relationships, as well as the way in which the organisation is 
currently using the newsletter in its internal communication. An analysis of the 
internal newsletter and its potential to be effective will then be done and lastly 
recommendations will be made taking into account ideas from an employee survey as 
a proposal on how the newsletter can become more effective. 
 
5. DEFINITION OF AN INTERNAL NEWSLETTER  
 
According to Hopkins (2002) a newsletter is a regularly distributed publication 
generally about one main topic that is of interest to its subscribers. Sending 
newsletters to customers and prospects is a common marketing strategy, which can 
have benefits and drawbacks. General attributes of newsletters include news and 
upcoming events of the related organisation, as well as contact information for 
general inquiries (Hopkins 2002). 
 
What then is an internal newsletter? A publication, often simple in format and crisp in 
style, that provides special information, advice, opinions, and forecasts for a defined 
audience. Common topics covered in newsletters include business, health, safety, and 
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travel. Corporations often issue newsletters for internal communication with 
employees. Whether employees are in an office complex or dispersed throughout the 
world, an internal newsletter can reach them (Britannica 2008).  
A strategic approach is needed to focus on the right things at the right time and 
making an impact. The best way to do this is to develop an internal communications 
strategy which gives direction and sketches out a way forward. This should be backed 
up by a detailed action plan.  
6. SCOPE OF STUDY 
 
Currently, Transnet Freight Rail has a number of internal communication tools for 
disseminating information to its internal stakeholders, the employees. The internal 
newsletter, Platform, which is published monthly, is one of the tools used to 
communicate company-wide. In the context of communication there is a need to 
improve the effectiveness of the newsletter and ensure that all employees, who are 
spread throughout the country, have the same understanding of organisational 
activities.    
 
This study aims to determine what constitutes internal newsletters and how they can 
be used effectively as communication tools. It further aims to identify elements that 
can be improved on so that internal newsletters are effective communication tools. 
The study suggests that reviewing certain aspects of internal newsletters could make 
them effective communication tools and key to this is that the information supplied 
must be easily understood.  
 
By implementing this, organisations could learn what factors can make an internal 
newsletter more effective as a communication tool. This will give insight into what 
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kind of content should be published by looking more closely at the characteristics of 
the intended audience.   
 
7. AIMS AND OBJECTIVES OF THE RESEARCH 
 
The overall aim is to determine the factors necessary to make the internal newsletter 
more effective in Transnet Freight Rail. The objective is: 
 
 To assess the effectiveness of the newsletter as an internal communication 
tool 
 To identify the challenges to the effectiveness of the newsletter in Transnet 
Freight Rail 
 To make recommendations that would be appropriate in addressing the 
problem. 
 
8. RESEARCH DESIGN  
 
This study uses an exploratory and inductive qualitative approach.  This implies that 
one does not pre-determine or limit the direction the investigation might take.  
Moreover, the general ethical issue of not subjecting the research population to 
embarrassment or any other material disadvantage has been taken into account 
(Saunders et al, 2003). Although the findings of the research can be tested in other 
organisations the research itself will take place at Transnet Freight Rail and sampling 
will be Transnet Freight Rail specific only. 
 
8.1 SAMPLING: TYPE AND SIZE 
 
Probability, purposive and judgmental sampling will be used (Saunders, et.al: 1997). 
The sample is representative in that it is drawn from all the three regions and the head 
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office. For the survey by questionnaire method, the population size is 23 000 and the 
sample size will be 120, thus 30 from each area. There is likelihood of high response 
rate. For the content analysis method, six editions of the internal newsletter will be 
analysed representing six month‘s work published. 
 
9. RESEARCH METHODOLOGY 
 
The treatise will analyse the effectiveness of the internal newsletter in Transnet 
Freight Rail. This analysis will be done through a review of existing literature in an 
effort to identify factors that influence the effectiveness of an internal newsletter as 
well as the different approaches required for different organisations and situations. 
 
A mixed methods approach will be used for analysis in this study. The first 
methodological paradigm takes an interpretivist approach, focusing primarily on 
analysing the content of the newsletter. The second methodological design that will be 
used will be based on the positivistic theory approach and will utilise a survey by 
questionnaire.  
 
Firstly, a survey will be conducted through the use of structured questionnaires. The 
questionnaires will be issued to Transnet Freight Rail employees representing the 
three regions: Central Region, Eastern Region & Western Region and the Head 
Office. The main objective of the survey is to assess the effectiveness of Platform as 
an internal communication tool. The questionnaires will be e-mailed to selected 
employees using the mailing system used internally. Communication personnel in the 
regions will assist with distribution and collection to employees with no email access. 
Employees participating in the survey will have to meet set criteria in order to ensure 
representation. The following criteria will be applied: (a) be a permanent employee, 
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(b) representation of the wide spectrum in terms of region and level of employment. 
This is based on the methodology of sampling of Statistics South Africa (2002). 
 
A probability sample of employees will be used and employees will be systematically 
selected to ensure representation. Leedy (2005) states that the basic rule is the larger 
the sample, the better. The following guideline will be used to determine the sample 
size based on the guidelines offered by Gay and Airasian (2003), which states that if 
the population size is around 1500, 20% should be sampled. It is generally believed 
that the larger the population, the smaller the percentage one needs to get a 
representative sample. Transnet Freight Rail has 23 000 employees spread throughout 
the country. The sample size calculator of Creative Research Systems survey software 
has been used to determine the sample size needed in order to get results that reflect 
the target population as precisely as needed. At a confidence level of 95% with 9 as 
the confidence interval for a population of 23 000, the sample size needed is 120. The 
confidence level shows how certain the results can be. It is expressed as a percentage 
and represents how often the 50% of the population would pick an answer within the 
confidence interval of 9. The 95% confidence level means the survey can be 95% 
certain. Descriptive statistics will then be extrapolated and analysed. 
 
Secondly, the content of the newsletter will be analysed. The purpose of using content 
analysis is to identify and count the occurrence of specific characteristics or 
dimensions of texts, and throughout this be able to say something about the messages, 
images, representations of such texts and their wider social significance,‖ (Hansen, et 
al, 1998).  
 
The last six editions of Platform will be used for the purpose of this study. As it is a 
monthly publication this would represent six month‘s work published. This approach 
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will ensure that clear conclusions can be drawn out of the numbers. Specific 
groupings will be made for each edition analysed. In keeping with the characteristic 
about scientific research being empirical, content will be chosen as the dates for when 
the editions were published are measurable and do not leave any interpretation open 
to speculation. 
 
Science is predictive will also be kept in mind throughout this study as the aim is that 
the recommendations and predictions that will be made at the end of this study will 
indicate the way forward. Hansen (1998:98) states that content analysis counts 
occurrences of specified dimensions and then analyses the relationships between 
these developments. Each edition will be classified according to the following 
characteristics: 
 
 Measure readability  
 Analyse the flow of information  
 Date 
 
10. TIME CONSTRAINTS 
 
Saunders (2000) maintains that experience has shown that however well the 
researcher's time is organised the whole process seems to take longer than anticipated.  
This could be as a result of a number of factors, most which are beyond the 
researcher's control.  Among the factors, the following could be key: resources such 
as finance, data access and equipment.  When the research topic in question was 
chosen, the above possible constraints were taken into account.  Therefore, as this 
case study is within the organisation there will be no restriction in terms of access to 
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information, finance and equipment, a situation favourable for the research to be 
completed in time. 
 
11. ASSUMPTIONS 
 
The following few logical assumptions have been made and also carefully considered 
so that they may not influence the credibility of the research: 
 
 The topic (study) is not undertaken by any other person in the company 
(Transnet Freight Rail).  
 The respondents to the questionnaires are in no way biased in responding 
to questions.  Moreover, they understood the questions and answered in a 
way to truly reflect their attitudes and opinions. 
 The literature used in the study is relevant and has been useful in 
producing a comprehensive document to address the issue in question. 
 The respondents had sufficient information regarding the research topic, to  
provide meaningful responses. 
 
12. THE IMPORTANCE OF THE STUDY 
 
The importance of the study is based on the fact that there are so many invaluable 
lessons to be learnt by both Transnet Freight Rail and other organisations in the 
utilisation of internal newsletters effectively.  
 
Firstly, for organisations, the importance of internal newsletters, which Roberts 
(1999) says are fundamental for vast organisational communication, would help 
organisations to realise communicating their objectives with ease.  
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Secondly, for both organisations and employees, the study stresses the concept of 
effective communication as a necessary ingredient for the survival of both the 
organisation and employees. Kotter (1986) puts it thus, ―But have no doubt- without 
effective communication, industries and individuals for that matter will stagnate, 
putting their future at risk‖.  He goes on to say that communication is part of the 
engine that drives success as information is shared openly. 
  
Thirdly, the issue of seeking the buy-in of all relevant stakeholders and/or role 
players for communication to be a success is greatly emphasised in the study.  This is 
again an invaluable lesson for organisations in their quest to attain a competitive 
advantage in their operations.  Porter (1992) states that all employees regardless of 
their distance from the strategy formulation process must recognise their role in 
helping a firm achieve and sustain a competitive advantage.  
 
Lastly, the study will chart an appropriate way in helping the Communications 
Department as well as Transnet Freight Rail to achieve its objective of utilising the 
internal newsletter effectively. It will also add value to the body of knowledge 
regarding the effective use of internal newsletters in business environments.  The 
study will therefore help in addressing possible pitfalls. 
 
13. OUTLINE OF THE RESEARCH REPORT 
 
The final treatise report will comprise the following five chapters: 
 
 Chapter 1.  In this chapter the context of the research problem has been 
outlined.  This is followed by the discussion of the background of the 
company under study. The problem in question is discussed in the context of 
the research objectives, which arise out of internal newsletters theory and their 
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effectiveness in organisations. The research will therefore test the practical 
aspect against the aspects suggested in the theory. To ensure the credibility of 
the research process, certain assumptions and possible constraints have been 
qualified in advance. 
 
Following on from this introductory chapter, the other remaining chapters of the 
treatise are as follows: 
 
 Chapter 2; Literature Review:  This chapter focuses on the review of 
literature highlighted in the first chapter as well as other literature relevant to 
the research problem.  The purpose is to search for guidelines and solutions to 
the problem at hand. 
  Chapter 3; Research Methodology:  This chapter will deal with the research 
methodology used in the study.  This will include, amongst others, the 
population, sample, sample size, sampling method etc. 
 Chapter 4; Findings and Interpretation: This is where the collected data is 
presented and interpreted. 
 Chapter 5; Recommendations and Conclusions:  This is the chapter where 
the researcher will come up with recommendations after interpreting and 
drawing conclusions.  This will be done in the context of the literature reviewed 
in Chapter 2.  This is where the relevance and the impact of the study on 
Transnet Freight Rail‘s internal newsletter will come out clearly. 
 
14. SUMMARY OF THE CHAPTER 
 
Introduction of a new order in the organisation is critical and should be treated with 
great caution.  If not so, the abnormality that would result could put the company‘s 
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strategy, aims and objectives at risk. This chapter therefore introduces a problem 
based on perception that the internal newsletter is not used effectively as an internal 
communication tool in Transnet Freight Rail. As a result information does not reach 
all its intended recipients. The possible reasons for this could be attributed to: being 
located in remote areas; not having correct information for distribution purposes; not 
being able to read and language issues.  
 
The research will therefore prove the validity of the above-perceived problem.  The 
research results will also form the basis of the recommendations, which will help 
Transnet Freight Rail to address the problem.  
 
The next chapter will deal with the literature review and the theoretical framework 
about the research. This chapter will indicate what literature has been used and 
covered in order to reinforce this study of the effectiveness of internal newsletters.  
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CHAPTER 2: LITERATURE REVIEW 
 
1. INTRODUCTION 
 
In critically analysing the topic on the effectiveness of internal newsletters in 
organisations and specifically looking at the Transnet Freight Rail internal newsletter 
as an example, the following literature would be used as a guiding framework. This 
will be done with the view of addressing the aim and objectives outlined in Chapter 1, 
which forms the crux of the research problem. In its quest of forging a sense of 
community internally, Transnet Freight Rail needs to handle the communication 
process with great care. Collins and Porras (2000) define visionary companies as 
premier institutions – the crown jewels - in their industries widely admired by their 
peers and having a long track record of making a significant impact on the world 
around them. 
 
In this chapter more emphasis will be on exploring the characteristics that make 
internal newsletters more effective as recommended by various authors.  This 
discussion is the core of the problem at hand as embraced by the aim and objectives 
outlined in Chapter 1. This will be further analysed by exploring the views of other 
specialists in the field of organisational communication.  
 
The second part of the discussion will focus on the detailed discussion of internal 
newsletters with specific attention to the review of different literature, Transnet 
Freight Rail‘s position in relation to the concept and its relationship to the 
communication process.  The above analysis will in the end shed light on how 
internal newsletters as communication tools should be managed in organisations. 
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1.1 ORGANISATIONAL COMMUNICATION 
 
For the purpose of the treatise organisational communication will refer to the 
newsletter as one of the printed communication tools to disseminate information 
throughout the organisation.  
 
Freire‘s (1973) view of the communication process reflects striking parallels with the 
vision espoused by Diaz-Bordenave (1977) who contended ―merely transferring 
content from a knowledgeable and authoritative source to a passive receiver does 
nothing to promote the receiver‘s growth as a person with an autonomous and critical 
conscience capable of contributing to and influencing his society‖. 
 
Baker (2002) contends that many communication theories are not so relevant in 
today‘s service world as well as today‘s technologically globalised world. Kotter 
(1996) blames this situation on what he terms old-fashioned condescension, 
characterised by phrases such as ―I‘m management. You are labour.  I don‘t expect 
you to understand anyway‖. However, Jarvis (2004) notes that the way in which 
interaction occurs and how communication is directed in groups are important 
organisational processes - as important as what is being communicated. The process 
of interaction itself affects the quality of communication. Human interaction involves 
not just the messages (content) but also involves the meanings - intended or 
otherwise, how messages (written , verbal and non-verbal) are received, the speed of 
delivery, how messages can become jumbled and lost. We code messages by our 
selection of language, how we sequence the things in the message and how we wrap 
and unwrap messages with our expectations, feelings and irritabilities (Jarvis 2004).  
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The first phase of the communication theory was the ―Magic-Bullet theory‖ also 
known as the ―Stimulus-Response theory‖. This theory predicts strong and more 
universal effect of mass communication on all audience members exposed to them. 
Kotter (1996) says that well-chosen words can make a message memorable even if it 
has to compete with hundreds of other communications for people‘s attention. . He 
maintains that only leadership can blast through the many sources of corporate 
inertia.  ―Only leadership can motivate the actions needed to alter behaviour in any 
significant way and also get communication to stick by anchoring it in the very 
culture of an organisation‖ (Kotter 1996).  
 
Organisations that communicate effectively with employees are also the best financial 
performers, as shown by the 2009/2010 Communication ROI Study Report: 
Capitalising on Effective Communication, what the companies with highly effective 
communication practices are doing to inform and engage their employees. On this 
Kaplan (2003) emphasises the aspect of communication and education programmes.  
He complements Kotter (1996) in saying that before employees can help in 
implementing a vision or strategy, they need to know about it and understand it.   
Hussey‘s (1996) view is worth mentioning here.  He says that the leader, who cannot 
articulate the vision in a way that has meaning to others, will find it harder to ensure 
that everyone pulls in the same direction.  He stresses that a key leadership task is to 
think through the vision to ensure that it is both desirable and sound (Hussey 1996).  
 
Denny (2003) advises that management must be willing to share the good and the bad 
as communicating ups and downs helps build employee trust. Collins (2002) 
emphasises that employees must know that they can depend on the internal 
organisational communication as a reliable source for company news — not just fluff. 
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Hayward (2008) further stresses the importance of communicating in clear language. 
―Avoid clouding the message with marketing messages- remember, you‘re talking to 
‗your team.‘ Leave employees feeling secure about their roles in the business and 
informed about the reality‖ (Hayward 2008). 
 
Hannigan (1996) defines organisational communication as the exchange of 
information and instructions which enable a company to function efficiently and 
employees to be properly informed about developments. It covers information of all 
kinds, the channels along which it passes and the means of passing it. Kroon (1990) 
points out that it is the basic function of all managers at all levels in all businesses and 
service institutions, to create conditions in which the individuals and the organisation 
can work together towards achievement of set goals. 
 
Views of organisational communication can be categorised as those that view 
organisational communication as one aspect of an organisation, versus those that see 
it as the underlying basis of the organisation itself. An example of the former is 
exemplified by Fielding (1997), who defined communication as the exchange of 
messages by means of symbols and see organisational communication as a key 
element of organisational climate. The latter viewpoint was also expressed by Myers 
(1982), who defined organisational communication as ―the central binding force that 
permits coordination among people and thus allows for organised behaviour‖. 
Likewise Rogers (1976) argued that ―the behaviour of individuals in organisations is 
best understood from a communication point of view‖.  
 
Gibson and Hodgetts (1991) explained that there are many types of formal 
communication channels available to managers. Andrews and Herschel (1996) 
confirm the above statement, by indicating that within organisations, communication 
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can flow in three directions; downward, upward or horizontally. The authors also 
make the assessment that the direction of communication flow depends on the 
structure of the organisation. However, changes in the direction of communication 
flow, intentional or otherwise, can alter the shape of the organisational structure. 
 
Organisations can be run successfully, only if effective organisational communication 
takes place. A decision, whether strategic or operational, cannot be made without 
communication and the necessary information. After the decision has been made, it 
must be shared and implemented. Communication plays a particularly important role 
in all organisations in relation to the management functions, since it provides the 
information necessary for work performance and effective decision making. Shinn 
(2001) supports the view of establishing a sense of urgency and alignment and also 
adds that it (urgency) helps in dealing with the confusion caused by rumours and 
gossip among employees.   
 
2. INTERNAL NEWSLETTERS 
 
An internal company newsletter about what's happening day to day can be a great way 
to create a sense of transparency and open the lines of communication at your 
business. Internal newsletters are a useful way to share information, create a common 
understanding, and build your business brand in the minds of your team members. 
(Popick 2010) holds the following view: 
 
‗When your organisation is communicating effectively with its internal 
stakeholders, whether they are employees, management or volunteers, it develops a 
cohesive culture where everyone is focused on the same goals and has the same 
objectives. Produced effectively, internal newsletters also will help to boost 
employee satisfaction and retention‘  
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Zanke (2008) notes that print communication has the main advantage in that it is an 
easy way to communicate a large amount of information that your audience can 
access in their own time. It is long lasting communication that people can access 
whenever they are in the office.  Distribution, using the traditional postage system 
means printed communication can reach even those who do not have access to 
internet and email (Zanke 2008). 
 
Within communication tools, the internal newsletter is often overlooked, yet it is 
vitally important.  Bedingham (1988) blames this unfortunate situation on some 
senior managers who suffer from tunnel vision by focusing on the destination and not 
on how to get there, thus leading everybody confused about how the journey is to be 
made.  Further supporting this view of communication is Stanley (1996) who states 
that sometimes one needs to use common sense when faced with communication. He 
says that a planned evolutionary process is more constructive than a revolutionary 
approach.  
 
The evolutionary process aspect should not be construed as contradicting the sense of 
urgency suggested by Shinn (2001). Cliff (2006) suggests additional strategies such 
as managers referring to the newsletter in their team briefings. This means that mass 
media alone do not constitute a panacea for the diffusion of information without 
supplementation with interpersonal communication interventions. Cliff (2006) further 
suggests that including newsletters with employees‘ payslips might assist in getting a 
large readership. In corporations internal newsletters relate directly to the foundation 
of the organisation the people – employees, management and volunteers – that give 
your organisation its ability to function (Cliff 2006).  
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What newsletters can do more effectively than any other means of communication is 
describe, in detail, your company's philosophy, goals, and objectives as well as 
enhance its existing marketing program. A well written and laid out employee 
newsletter can do these things, as well as have an effect on the employees‘ morale. 
The newsletter provides employees with corporation information rather than gossip 
they hear around the coffee station (Molex 2002). 
 
There is lot of work involved in producing a newsletter. The approval process can 
take one or two weeks depending on how many management levels you are dealing 
with. Howell (2007) notes that it is not unusual for a newsletter to take a month or 
more from the start of the editorial process to final delivery to your readers. 
Publishing on a regular schedule gives the newsletter credibility. Promoting the 
organisation‘s mission and getting the word out is essential and the good old-
fashioned, paper-based newsletter is one of the ways to do it. 
 
Meyers (2010) differentiates between three different levels of internal newsletter 
benefits. He defines these levels as rallying the troops, creating a cohesive community 
and giving a family feel: 
 
‗The first level of benefit is considered to be rallying the troops. In this case, busy, 
stressed out employees appreciate it when you acknowledge their hard work and 
long hours. Newsletters that motivate excite and inform staff can result in happier 
employees…a cohesive community can be considered the second benefit. Here, 
presenting the company‘s message, goals and accomplishments keeps everybody 
on the same page…the third benefit of an internal newsletter is the family feel. This 
concept reiterates the notion that humans feel more secure as part of a group; it‘s 
part of their nature. Thus, with the right items in your newsletter, you can really 
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create camaraderie among your staff that will translate to loyalty, respect and 
support for your company and those within it‘ (2010:35). 
 
The cohesive community benefit is useful because with a clear understanding of the 
corporate culture, employees will work together more effectively and present 
information to clients via a united front. According to Huysamen (2002) the 
organisational culture shapes people‘s feelings, actions, activities and behaviour – 
generally their way of life. Aside from being good for business, newsletters give a 
chance to make people feel appreciated and informed, too. Newsletters, therefore, 
should reflect management goals and objectives. When those goals change, 
newsletters should provide news and analysis of those changes and how they impact 
the team (employees). How rapidly those goals are communicated will determine the 
level of employee support for those changes. Also relevant at this stage is the notion 
of shared commitment as espoused by Bedingham (1998).  He maintains that 
historical trends in human behaviour shows that people are more likely to support 
what they help create and resist what others force on them.  
 
Management of the organisation needs to commit to deadlines and recognise that 
regular, predictable publishing of the newsletter is critical. Including quality 
photographs, printing on a nice paper stock and good design makes for a visually 
appealing newsletter. Treadwell (2003) notes that the way the information is 
presented is almost as important as what is being said. Merens (2004) reports that 
soliciting contributions from employees is a vital part of creating a successful internal 
newsletter. Morale boosting is also an important function of an internal newsletter. 
Many companies have found the more information an employee is given, the higher 
his or her morale. This in turn helps enhance productivity (Merens 2004).  
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It is difficult for companies, both small and large, to maintain good communication 
between management and employees. Lack of and poor communication are major 
problems in the workplace. It is necessary for companies to create and maintain a 
timely and well written newsletter to inform, communicate, recognise and motivate 
employees. Stewart (1994) states that ―successful communication is more likely if 
leadership is high level, has ‗ownership‘ (that is, direct responsibility for what‘s to be 
communicated) and has clear business result in mind‖.  He says that low-level 
leadership, or leadership that is not well connected throughout the organisation, is 
less likely to succeed. 
 
Walsh (2009) proposes the use of newsletters as a cost effective way to communicate 
with employees. An internal newsletter should be written differently and cover 
different topics than a customer newsletter. Regardless of the audience, the articles in 
the newsletter should include catchy titles so as to encourage people to read the 
newsletter (Walsh 2009). On the contrary ‗learn channels‘ like newsletters are less 
personal, but are more economical and provide broader reach. 
 
The theory of writing for newsletters is very similar to that of writing for press 
releases and other media work, but with newsletters there is one crucial difference. 
Whereas with an external publication you are quality-controlled by someone outside 
your organisation who is therefore independent and autonomous, the equivalent 
person connected with an internally produced newsletter is either you, or someone 
else who gets paid by your organisation.(St Maur 2008). 
 
Unfortunately, newsletters have a sad habit of falling prey to the same self-indulgent 
and boring content as the misguided, subjective, self-congratulatory press releases so 
many organisations issue (Cappon 1991). Compilers of internal newsletters can 
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approach this task with a bit of poetic licence if they want to. They might not be 
willing to admit it but employees do like to see silly pictures of the Christmas staff 
party, the summer Family Day, and the annual Spring Ball. If newsletters are useful 
then people will take them more seriously, will keep them handy rather than throw 
them away, and so will pay far more attention to your messages that accompany the 
generic information (Bates 2007). 
 
Newsletters have long been recognised as crucial tools for many organisations. Today 
email technology can help streamline corporate communications. The benefits of 
using email for internal newsletters are numerous, and can help internal 
communication specialists. Top management plays a significant role in acting as role 
models for employees to copy their behaviour.  Likewise, the communication of a 
consistent and credible message to employees will provide positive results.  
According to Kaplan (2003) key messages have to be introduced by the CEO in the 
organisation and they have to be comprehensive and powerful.  Stonich (1982) shares 
the same sentiments when he says that the CEO is the trustee and architect of the 
company‘s future.  He says that every public and private act –every-word has the 
potential to enhance or impede communication effects, or to confuse people affected 
by the communication. Following from that, managers will then have to 
systematically reinforce the communication throughout the organisation. 
 
2.1 THE EFFECTIVENESS OF INTERNAL NEWSLETTERS 
 
The cornerstone of an internal newsletter is employee recognition,‖ says Craig 
Johnson president and CEO, Franklin Bank (quoted in Huntington 2003: 18-19). 
Johnson continued to say, ―a newsletter should highlight company news, whether 
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financial information, mergers and acquisitions, initiatives- all those things. An 
internal newsletter is an effective open forum‖ 
 
An internal newsletter can improve employee morale and let employees know that 
they are on ‗the inside.‘ With this forum in place, employees know they won‘t have to 
read about a significant company event in their local newspaper first. Internal 
newsletters encourage employees to participate in the process, to bring forward their 
ideas, join committees and get involved in initiatives. Over time, employees really 
take ownership of their publication. They get to know their co-workers better and 
learn how different departments in the company function. This communication format 
is one more way to strengthen employees‘ commitment to the company (Hampshire 
2008).  
 
To enforce the communication vision, Calvert (1991) brings the aspects of motivation 
and learning to the fore as he claims that the two are inextricably linked.  He points 
out that any attempt to develop people or to let them embrace the way of doing things 
within organisations, should in some way connect with their motivations.  ―Without 
motivation being linked in some way, learning is extremely difficult‖, he says.  He 
attributes this claim to the notion that adults learn what they are interested in and 
what they are motivated to learn.  He further infers that ―people can still learn if the 
process is linked to their preferred learning style‖.  
 
Hussey (1996) cautions though that there is always a danger when the person leading 
the communication lacks integrity or is insincere.  He says that a leader who pretends 
to give encouragement, when it is clear that he or she does not really care and is 
merely performing a ritual, is likely to be counterproductive.  ―Supporting needs a 
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base of respect, trust and integrity, and fails when these essentials are lacking (Hussey 
1996).  
 
Kandler (2001) points out that just because you produce an internal newsletter does 
not mean employees will read it. ‗Your employees are not the captive audience you 
may expect. You must include compelling content that is relevant, interesting and 
written in a voice that keeps people‘s attention‘ (Kandler 2001). He goes on to say 
avoid dryly regurgitating last month‘s numbers or plopping in over polished material 
from your public relations or human resources departments. Effective newsletters 
present a unified image, building on a company's overall image by effectively 
utilising the corporate logos, colour schemes and management messages. 
 
A newsletter should speak to employees in a casual tone, addressing milestones and 
achievements of co-workers and also sharing important company news. It‘s important 
to strike this balance (Kandler 2001). You may print a list of top department 
performers; include an employee profile in each issue, and list birthdays and 
anniversaries- information employees really look forward to reading. But your 
employees also want to know about benefit plan changes, new customers, continuing 
education opportunities, new branches or offices opened and the latest company 
initiatives (Kandler 2001). His suggestion is to mix ‗light‘ announcements with 
business news. And address subjects that may be uncomfortable. Employees need to 
know the bad news, too (Kandler 2001). 
 
Hoffman (2003) points out that newsletter writing is an art form in and of itself. He 
notes that articles in an employee newsletter might be used to rally workers toward a 
common goal, provide recognition, improve morale, reduce turnover, etc. All of these 
types of articles would have a positive impact on the company‘s bottom line and 
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provide a payback. Furthermore, Nero (2005) suggests that internal newsletters can 
say things management wants employees to hear without them ever having to say it. 
Here, the newsletter producer becomes a team member to create a positive, proactive 
workplace. 
 
Quirke (2008) points out that the newsletter is an opportunity to delve deeper and to 
reflect the concerns, questions and commentary of the staff members who are directly 
affected. ‗Make sure that employees have some ownership of the newsletter‘ (Quirke 
2008). He goes on to say that employee engagement can be accomplished by 
providing ways for them to contribute.  
 
Newsletter polls or surveys can work well- particularly if the newsletter can be 
uploaded on the company‘s intranet. This is also a way for the organisation to stay on 
top of employee opinion and attitudes (Quirke 2008). Employees can also get a 
chance to suggest newsletter articles. Give the employee credit for the suggestion as 
part of the article to encourage others to make suggestions (Quirke 2008). He suggests 
that input from employees will help with readership because the publication truly 
becomes a reflection of the kind of information employees want (Quirke 2008). 
 
For a lot of organisations, the newsletter remains a top information source. 
Management sees it as efficient, uncomplicated, and easy to distribute. The internal 
employee newsletter has become an important channel from management to 
employees; and being able to produce a newsletter has become an important skill 
needed- by a public relations professional. In any business, the employees are one of 
the most important assets, and because of this, it is important to keep them informed, 
satisfied and challenged (Brown 1995). 
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Fujita & Miura (2003) emphasise that having informed employees is important to 
every business. A proactive way to keep your employees informed is through an 
internal company newsletter. Internal newsletters are especially beneficial for 
businesses that operate in different locations and have many employees (Fujita & 
Miura 2003). 
 
Bivins (1992) recommends that an acknowledgement box that lists everyone who 
contributes to each edition should be included. He says this will reward people for 
helping and encourage others to participate. Tan (2007) explains that a newsletter is a 
substantial investment of company resources in terms of time and energy. He says the 
purpose of the newsletter needs to be defined in as tangible terms as possible.  
Although a newsletter should promote the organisation, its primary function is not to 
sell but to build relationships with all stakeholders. It's impossible to control internal 
information once it's published (Roberts 1994).  
 
Companies concerned about their often dismal internal communication have generally 
turned to newsletters for answers (Friedman 1992). There are four distinctive 
functions of a newsletter and they include: (1) informing,(2) promoting, (3) guiding, 
and (4) co-ordinating. Cooper (1995) added that the newsletter can organise its 
readers and bring employees located in different departments or even at different 
locations together to solve a common problem and reach a common goal. Newsletters 
should get your team (employees) and fans (external audience) excited about the 
company. Great newsletters go beyond merely announcing items- they make them as 
exciting and employee-oriented as possible.  
 
In an ideal organisation, communication flows vertically as well as horizontally. A 
newsletter is a good example of vertical communication because it provides 
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downward information from management to the employees through a formal channel. 
A newsletter also allows upward communication with letters to the editor, articles 
written by employees and readership surveys. Murphy (1999), a communication 
consultant with Foster Higgins in Princeton, New Jersey stated that newsletters ―can 
run the gamut from communicating new health care plans to investment fund 
information to general news of health care reforms to enrolment dates. They can serve 
an amazing number of purposes‖ (Murphy 1999). This is further confirmed by Soisan 
(2000) that, ―to be effective, a newsletter must be read,‖ and to achieve this, it is 
necessary for the newsletter to be written in a lively and interesting style containing 
meaningful news.  
 
Internal newsletters can reach the team when others cannot. As an insider, an internal 
newsletter has a direct link to the internal working of a company. Thus, it should be a 
primary source of information and news for the team (Cornelissen 2004). Some kind 
of a mention in the newsletter, and the employees are diving down the hall to get it. 
The internal newsletter with the greatest impact is not the one that seeks to inform but 
rather the one that seeks to motivate. Morgan (2006) also points out that it's a simple 
shift of purpose, but it changes the kind of information the newsletter presents and the 
way its presented- and it dramatically changes the effect the newsletter has on the 
culture of the organisation. 
 
3. BARRIERS TO EFFECTIVE COMMUNICATION 
 
No matter how good the communication system in an organisation is, unfortunately 
barriers can and do often occur. The reason for this, it could be argued, may be caused 
by a number of factors which can usually be summarised as being due to language 
barriers, cultural barriers or attitudinal barriers among others (McFarland 2008). 
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Communicating effectively means overcoming these barriers. Working on breaking 
the barrier is a broad-brush activity.  
 
An effective communication barrier is one of the problems faced by many 
organisations. Many social psychologists opine that there is 50 to 70 per cent loss of 
meaning while conveying the messages from a sender to a receiver (Pillai 2005). 
While newsletters can be an effective part of a communication strategy, they do have 
certain limitations. At times, employees tend to scan newsletters for interesting 
information bites or general organisational news and don‘t give them a thorough read. 
Although effective at conveying new ideas or general concepts, they are probably not 
the best vehicle for technical or highly detailed information. The latter may be better 
presented in a bulletin, fact sheet, or a more intensive training activity, which could be 
mentioned in a newsletter as a source for further information. 
 
Linked to effectiveness is timeliness, appeal and easy to read. Effective newsletters 
are those that appear on time, are attractive and easy to read. Easy to read can refer in 
this study both to  careful editing, that is,  going through the newsletter line by line 
making sure that simple errors haven not crept in, and a format that can be easily read.  
 
In almost any career or area of business, written communication is a key to success. 
Effective internal newsletters can prevent wasted time, wasted effort, aggravation, and 
frustration. The way we communicate with employees internally goes a long way 
towards shaping the organisation‘s image (Parker 2000). If employees feel they are 
listened to and able to get answers from the organisation and its representatives, their 
opinion will be favourable (Grahams 2005). Skilful writing and an understanding of 
how people respond to words are central to accomplishing this goal. 
 
 41 
While other barriers such as language and distribution are acknowledged as impacting 
on the ability of the newsletter to be effective as a communication tool, these will not 
be explored in this treatise.  
 
The significant point highlighted by the discussion is that communication is a critical 
feature in organisations.  Collins and Porras (2000) believe that for organisations to 
succeed, they need to ―stay out in front of communication‖.  Similarly, Mohale 
(2002) embedded a caveat in his article ―Change and Change Management‖:  ―Now 
more than ever before, organisations must find ways to manage and master 
organisational communication. Many organisations realise that they have to 
communicate to succeed‖. 
 
4. AN EFFECTIVE NEWSLETTER AS A GOAL 
 
The aim of the treatise will be to argue that the internal newsletter, namely Platform, 
can and should be effective as a communication tool. 
 
Significantly, Czarnecki‘s (2005) study on the effectiveness of internal newsletters in 
organisations found that internal newsletters can guarantee that everyone concerned 
has the same information. This implies that issues of access – as well as language and 
distribution – are key determinants in the effectiveness of internal newsletters.  
 
An internal newsletter is the paring knife of communication tools. It seems simple and 
is easy to take for granted. Handled well, however, it's a highly capable tool (Clifford 
2006). Newsletters provide a long-lasting record of communication for the future. To 
be effective the newsletter should be understandable, truthful and comprehensive. 
Useful information rises to the top of the pile, and when your newsletter is on top, you 
need not worry about how big the pile is (Katz 2007). 
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In its printed format an internal newsletter is mobile. In addition, it caters for those 
people who have no access to electronic communication. In a study by Halligan 
(2006), 60 per cent of respondents pointed out that they ‗prefer printed newsletters, 
because there is more creative layout and the content is easier to read than reading 
everything through a monitor‘. 
 
These theories will help to find out the characteristics of Platform as a communication 
tool for information in Transnet Freight Rail. This will be looked at in terms of 
message interpretation, degree of feedback, reader‘s activity, audience size and access 
to the internal newsletter. The research is also going to look at the employee‘s 
selectivity on attention, perception, remembering and accepting what Platform 
publishes. This is expected to give employees a platform to give views of what they 
think and on what they read and understand in the publication. Information gathered 
in the research should also assist organisations in their planning and execution of the 
publications. 
 
5. SUMMARY 
 
This chapter gave an overview of literature review on the research problem at hand. 
The key empirical model used for this research on internal newsletters is the need-
based integrative model. This model emphasises communication within a system as 
one of the crucial dimensions through which the diffusion process can be engendered.  
 
This chapter and its relevance are summed up well by Manning (2001) in one of his 
principles saying, ―People value work that makes them feel valued.  When they make 
strategy, they matter.  And they own the results, so effective execution is more 
likely‖.  If the people‘s aspect, together with the other accompanying dynamics 
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explained above, is not well handled people‘s resistance sets in and deprive the 
organisation of its competitive edge to achieve its objectives. 
 
The next chapter will focus on the research design and methodology that was 
followed in this study.  
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CHAPTER 3: RESEARCH DESIGN AND METHODOLOGY 
 
1. INTRODUCTION 
 
This chapter will focus on the research design and methodology used to conduct the 
critical analysis of the effectiveness of the internal newsletter, Platform at Transnet 
Freight Rail. The chapter lays the scientific methodology used in designing and 
collecting relevant data for the study. Neuman (1997) states that research 
methodology is what makes social science scientific.  Further to that, Leedy (1989) 
defines methodology as merely ―an operational framework within which the facts are 
placed so that their meaning may be seen more clearly‖.  Giving an answer to the 
question, ‗Why study research methodology?‖ Van der Colff (2002) states that 
research methods can teach how to gather information in problem solving situations.  
She further infer that knowledge of research will enable individuals to understand 
research reports given to them by hired consultants as well as being able to critically 
assess printed information. 
 
The chapter will also highlight the research design used and furnish reasons why such 
a design was preferred ahead of others. The title of the research problem is: ―The 
effectiveness of internal newsletters: A case study of Transnet Freight Rail‘s 
Platform‖.  The data collected in this study has dealt with internal newsletters in terms 
of printed organisational communication. The information gathered in this research 
will assist Platform in the planning and development of all components of the 
publication on reporting for Transnet Freight Rail employees and hopefully other 
organisations that also use internal newsletters as one of their communication tools. 
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An analysis has been done through a review of existing literature in an effort to 
identify factors that influence the effectiveness of an internal newsletter as well as the 
different approaches required for different organisations and situations. Leedy (1985) 
argues that research is of such a nature that in its planning and design, it approaches 
all problems through certain methodological channels that are particularly appropriate 
to the nature and type of data which the investigation of the problem requires.  The 
chapter will further highlight the type of sampling used and furnish a reason why it 
was preferred from the others. 
 
Furthermore, the questionnaire as one of the data collection methods will be 
discussed.  That is, giving a brief outline on how it was structured to appropriately 
collect the data needed to address the research problem.  Following that, the method 
that will be used to analyse the data collected will be discussed.  Lastly, the 
discussion will touch on the relevance of conducting a pilot to test the questionnaire 
before it is sent out to respondents. In performing all the above mentioned steps, the 
objective is to make the research ―practical, built upon clear and realistic planning 
and executed within the framework of a clearly conceived and feasible design‖ as 
suggested by Leedy (1985). 
 
2. METHODOLOGICAL PARADIGM 
 
According to Neuman (1997) a paradigm refers to a general organising framework for 
social theory and empirical research. It includes basic assumptions, major questions 
to be answered, models of good research practice and theory, and methods for finding 
the answers to questions.  Simply put, it is a basic orientation to theory and research. 
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For the purpose of dealing with the research problem on the effectiveness of internal 
newsletters it is imperative to briefly distinguish between qualitative and quantitative 
methodology and also highlight the methodology that will be used in this particular 
problem. According to Neuman (1997) as quoted by van der Colff (2002) quantitative 
methodology is a deductive approach focusing on testing hypotheses on a certain 
research problem using numerical data as a form of measurement.  On the contrary, 
qualitative methodology is an inductive approach to a research problem that, among 
others, uses verbal data as a form of measurement. 
 
Neuman (ibid) put it succinctly in saying that quantitative researchers try to convert 
concepts about various aspects of social life into variables that can be precisely 
measured with numbers. He maintains that contrary to popular belief that qualitative 
data is ―soft‖, intangible and immaterial, he says that this research/data are empirical. 
That is, qualitative research involves documenting real events, recording what people 
say (with words, gestures, and tone), observing specific behaviours, studying written 
documents etc. (Neuman 1997). The population in this case is referred to as target 
population which, in Bless and Higson-Smith (1995) words, is ―the set of elements 
that the research focuses upon, and to which the results obtained by testing the sample 
should be generalised‖. 
 
McEwan and McEwan (2003) maintain that the two methodologies should not be seen 
as adversarial, but rather as complementary. That is, both methodologies are 
employed for the purpose of making inferences based on data that has been gathered.  
Van der Colff (ibid) refers to this as triangulation.  Thus they are complementary in 
the sense that qualitative data, for example, is data that is not immediately 
quantifiable unless it is coded and categorised (quantified) in some way.  This aspect 
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will be further explored under ‗data analysis‘ in the subsequent section.  For the 
purpose of the research to be conducted on Transnet Freight Rail‘s internal newsletter, 
a mixed methods approach will be used for analysis. The first methodological 
paradigm takes an interpretivist approach, focusing primarily on analysing the content 
of the newsletter. The second methodological design that will be used will be based 
on the positivistic theory approach and will utilise a survey by questionnaire.  
 
2.1 RESEARCH DESIGN  
 
De Vos et al (2002) states that definitions of research design are rather ambiguous. 
For example, it is a plan according to which data is collected to investigate the 
research hypothesis or question in the most economical manner. This includes 
focusing on the end product, formulating a research problem as a point of departure 
and following the logic of the research.  
 
To reduce the ambiguity of the definition raised by De Vos et al, Welman (1988) and 
Mouton and Marais (1988) clarify that a research design is an exposition or plan of 
how the researcher decides to execute the formulated research problem. The objective 
of the research design according to Mouton and Marais (1990) is to plan, structure 
and execute the project concerned in such a way that the validity of the findings is 
maximised. The choice of a specific research design is the first step in the 
identification of what is to be investigated. 
 
After having identified the variables in a problem situation and also developed the 
theoretical framework, the next step according to Sekaran (2003) is to design the 
research in a way that the required data can be gathered and analysed to arrive at a 
solution.  Celliers and Groenewald (1989) as quoted by Van der Colff (2002) define 
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research design as ―the general form or system according to which the study is 
executed‖. 
 
From a strategic point of view the ideographic approach will be used.  This approach 
according to Van der Colff (2002) ‗seeks understanding or explanation through an 
analysis of a single case or event and aims at a complete understanding of a particular 
phenomenon, using all relevant factors‘.  Operationally, questionnaires will be sent 
out to Transnet Freight Rail employees representing all the three regions and the head 
office in the organisation. Tactically, the critical analysis of the content of the internal 
newsletter will be conducted and will enable the researcher to collect evidence in a 
standardised format from a sample.   
 
Neuman (1997) maintains that data collection and analysis should be done in such a 
way that it is possible to make generalisations that are applicable to the entire 
population.  However, Sekaran (2003) points out that ‗the more sophisticated the 
design, the greater the time, cost, and other resources expended on it will be‘.  He 
therefore says that it is relevant to ask at the design point whether the benefits that the 
results from a more sophisticated design to ensure accuracy, confidence, and so on, 
are commensurate with the investment of  the resources.   
 
Firstly, a survey was conducted through the use of structured questionnaires, which 
were issued to Transnet Freight Rail employees representing the three regions: 
Central Region, Eastern Region & Western Region and the Head Office. Transnet 
Freight Rail has approximately 23 000 employees spread throughout the country. The 
sample used to conduct the study represents 0.52 per cent of the targeted population. 
One hundred and twenty (120) questionnaires, thirty (30) for each area, were sent out 
to employees during May/ June 2011. Communication personnel in the regions 
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assisted with distribution and collection to employees with no email access. These 
questionnaires were based on the case study method, as the research problem is an in-
depth study of Platform. By the cut-off date, after which no more questionnaires were 
processed, 120 (100%) of the questionnaires had been returned.  
 
All the returned questionnaires were processed. Interim analysis was done during the 
various stages of data capturing. The data began to stabilise after approximately 80 
(±66%) of the questionnaires had been processed. The questionnaires that were 
captured thereafter (40) had little influence on the final results. The questionnaires 
covered various topics like (a) readership of the internal newsletter (b) what the 
employees like to read in the newsletter and (c) how often they read the newsletter. 
These were to serve as the basis to see if Transnet Freight Rail employees find the 
information in Platform useful and to see whether it influences their views about the 
company.  
 
Secondly, the content of six editions of the newsletter was analysed.  The newsletter 
editions used were from the latest one published counting backwards. They do not 
follow the six months consecutively because of some internal production issues 
previously faced by the editorial team. As one of today‘s most extensively employed 
analytical tools, content analysis has been used fruitfully in a wide variety of research 
applications (Allen & Reser 1990). The qualitative content analysis that was used in 
this study has been defined as ―a research method for the subjective interpretation of 
the content of text data through the systematic classification process of coding and 
identifying themes or patterns‖ (Hsieh & Shannon 2005). Qualitative content analysis 
goes beyond merely counting words or extracting objective content from texts to 
examine meanings, themes and patterns that may be manifest or latent in a particular 
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text. It allows researchers to understand social reality in a subjective but scientific 
manner. The main objective of using qualitative content analysis is to assess the 
effectiveness of Platform as an internal communication tool. 
 
Considering the design selected to conduct the study, one can say that the investment 
made is commensurate with the resources used.  For example, a questionnaire as a 
data collection method is the cheapest form of conducting this exercise as it was sent 
and returned electronically saving on postage costs. Also the newsletter is printed by 
the organisation thus there was no extra printing cost for the editions to be analysed 
as they were readily available for the purpose of content analysis of the newsletter.  
 
2.2 METHODOLOGY 
 
A research methodology is the how of collecting data and the processing thereof 
within the framework of the research process (Brynard and Hanekom 1997). The 
research methodology is either quantitative or qualitative hence; either one or both of 
the methodologies inform the relevant research design. The Transnet Freight Rail 
Global address list and Communications department personnel in the regions were 
used for the issuing of the questionnaires and to identify those employees in different 
areas, employment levels etc. Employees participating in the survey had to meet set 
criteria in order to ensure representation. The following criteria were applied: (a) be a 
permanent employee, (b) representation of the wide spectrum in terms of region and 
level of employment. This is based on the methodology of sampling of Statistics 
South Africa (2002). 
  
The questionnaire used to gather the information was designed by the researcher, 
Thembekile Matshoba, in consultation with the supervisor who is also a permanent 
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staff member at the Nelson Mandela Metropolitan University. It was piloted to twenty 
(20) selected Transnet Freight Rail employees from 16 to 23 May 2011 in the head 
office, Parktown. The pilot was conducted in the Head Office because it is where the 
decision makers regarding the newsletter are based. For the actual research, data was 
collected from 30 May to 01 July 2011. The information covers only employees 
selected in the sample representing all areas.  
 
There is a clear-cut distinction between data collection methods and data collection 
techniques. Data collection methods are the approaches to be followed to collect data 
whereas data collection techniques are the technical operations or innovations or 
rather tools employed to collect data. 
 
3. TYPE OF SAMPLING 
 
Leedy (1989) maintains that sampling is appropriate whenever large populations that 
have a semblance of homogeneity are to be investigated. For the purpose of the 
research problem at Transnet Freight Rail a probability, purposive, judgemental 
sample of employees was used and employees were systematically selected to ensure 
representation. The choice of this type of sampling is based on Saunder‘s (2003) 
finding that within business research such as a case study research it is possible to 
specify the probability that any case will be included in the sample. Bailey (1982) 
states that in purposive or judgmental sampling the researcher uses his or her own 
judgement about which respondents to choose, and picks only those who best meet 
the purpose of the study. 
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3.1 SAMPLE SIZE 
 
According to Neuman (1997) a researcher draws a sample from a larger pool of cases, 
or elements. This large pool is called the population (sometimes the term universe is 
used interchangeably with population). 
 
For the purpose of critically analysing the effectiveness of the internal newsletter at 
Transnet Freight Rail, data of 120 questionnaires and six editions of the newsletter 
will be studied/ analysed. The method of selection to be chosen by the researcher will 
be discussed in detail in the next section of sampling. 
 
Leedy (2005) states that the basic rule is the larger the sample, the better. The 
following guideline will be used to determine the sample size based on the guidelines 
offered by Gay and Airasian (2003), which states that if the population size is around 
1500, 20% should be sampled. It is generally believed that the larger the population, 
the smaller the percentage one needs to get a representative sample.  
 
Transnet Freight Rail has approximately 23 000 employees spread throughout the 
country. The sample size calculator of Creative Research Systems survey software has 
been used to determine the sample size needed in order to get results that reflect the 
target population as precisely as needed. At a confidence level of 95% with 9 as the 
confidence interval for a population of 23 000, the sample size needed was 120. The  
confidence level shows how certain the results can be. It is expressed as a percentage 
and represents how often the 50% of the population would pick an answer within the 
confidence interval of 9. The 95% confidence level means the survey can be 95% 
certain. Descriptive statistics were then extrapolated and analysed. 
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The last six editions of Platform were used for the purpose of content analysis. As it 
is a monthly publication this would represent six month‘s work published. This 
approach will ensure that clear conclusions can be drawn out of the numbers. Specific 
groupings will be made for each edition analysed. In keeping with the third 
characteristic about scientific research being empirical, content will be chosen as the 
dates for when the editions were published are measurable and do not leave any 
interpretation open to speculation. 
 
Science is predictive will also be kept in mind throughout this study as the aim is that 
the recommendations and predictions that will be made at the end of this study will 
indicate the way forward. Hansen (1998) states that content analysis counts 
occurrences of specified dimensions and then analyses the relationships between 
these developments. Each edition will be classified according to the following 
characteristics: 
 Measure readability  
 Analyse the flow of information  
 Date 
 Identified themes 
 
4. DATA COLLECTION METHOD 
 
Saunders (2003) cautions that the data collection stage is associated with a range of 
ethical issues, which the researcher needs to observe. This, amongst others, refers to 
the participants‘ right to privacy.  Dane (1990) is of the view that there are ethical 
issues to be considered before, during and after the research has been conducted.  The 
critical ethical issue to be considered before a research project according to Dane 
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(ibid) is voluntary participation, a concept which boils down to proper briefing of the 
participants about the research to be conducted, thus giving them leeway to 
participate or not.  Ethical issues to be accommodated during a research project could 
be, for example, behaviour changes in participants and debriefing of participants on 
information or developments on the project that has been withheld or misrepresented.  
After the research project has been completed, Dane (ibid) further argues that a 
researcher‘s ethical responsibility does not end after data collection. He says that even 
though the researcher may never see the participants again, the responsibility to 
continue to treat participants in an ethical manner remains.  Other than ethical issues, 
the researcher needs to also guard against the element of bias from creeping in.   
 
Leedy (1989) defines bias as ―any influence, condition, or set of conditions that 
singly or together distort the data from what may have been obtained under the 
conditions of pure chance‖.  With reference to the research conducted at Transnet 
Freight Rail, all the above guidelines have been observed.  For example, in sending 
out the questionnaires, respondents‘ integrity was taken into account in that the 
purpose of the study was clearly explained to them and also the voluntary aspect. The 
ethical considerations will also be observed during and after the study.  
 
4.1 QUESTIONNAIRES 
 
Young (1956) argues that the questionnaire is designed to collect data from large, 
diverse, and widely scattered groups of people. It is used in gathering quantitative 
data as well as in securing the development of data of qualitative nature where 
appropriate. Sometimes, it is the only research tool utilised but it is often used in 
conjunction with other methods of investigation. Authors such as Bell (1999) and 
Oppenheim (1992) as quoted by Saunders et al (2003) caution that when designing 
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questionnaires researchers need to ensure that they will collect the precise data that 
they require to answer the research question and achieve the set objectives.  This is of 
great importance as it would be inappropriate for researchers to go back to the 
respondents and collect additional data using another questionnaire. 
 
Saunders (ibid) further clarifies that the design of a questionnaire will affect the 
response rate and the reliability and validity of the data collected.  According to 
Saunders (ibid) the two concepts (validity and reliability) are of utmost importance 
when designing a questionnaire.  He says that a valid question will enable accurate 
data to be collected while one which is reliable will mean that the data is collected 
consistently.  Foddy (1994) as quoted by Saunders (2003) supports the statement and 
argues that ―the question must be understood by the respondent in the same way 
intended by the researcher and the answer given by the respondent must be 
understood by the researcher in the same way intended by the respondent‖. 
 
Taking the above into consideration the researcher used structured questionnaires to 
collect information from the sample (120 employees, 30 from each region). This data 
collection method was chosen based on the fact that the methodological paradigm 
used is based on the positivistic theory approach. According to Saunders (2003) 
questionnaires are appropriate for descriptive and explanatory research. He asserts 
that descriptive research, such as that undertaken using attitude and opinion 
questionnaires and questionnaires of organisational practises, enable researchers to 
identify and describe the variability in different phenomena. 
 
For the research in question, self-administered questionnaires were used. The element 
of bias is minimal if this type of questionnaire is used.  Moreover, a Likert five-point 
scale (scale or rating questions) was used to guide the sample‘s response (Saunders 
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2003).  Here the researcher asks the respondent how strongly they agree or disagree 
with a statement or a series of statements, usually on a four or five point scale.  It is 
recommended that if the researcher intends using a series of statements, he or she 
should keep the same order of response categories to avoid confusing respondents.  
 
4.1.1 ETHICAL CONSIDERATIONS 
 
Before commencing with the data collection, in this case the questionnaire survey, an 
ethics clearance was approved by the Nelson Mandela Metropolitan University. The 
ethics clearance reference number is H/11/ART/JMS-005. Transnet Freight Rail 
employees were used for the study. Their participation was voluntary. They had the 
right to refuse to take part at any point during the study. A detailed explanation was 
presented to participants to ensure that they understand the nature of the research and 
their role in it as well as their rights as participants. 
 
They were not identified in the research in any way. A detailed introduction was 
included with the questionnaire. No personal information about the participants was 
asked. The study only looked at their views on the topic without compromising their 
privacy. They were requested to consent to their participation in the survey.  
 
5. TRUSTWORTHINESS 
 
The two concepts, validity and reliability, come to the fore when the research 
findings‘ trustworthiness is discussed. Sekaran (2003) maintains that ―the reliability 
of a measure indicates the extent to which it is without bias (error free) and hence 
ensures consistent measurement across time and across the various items in the 
instrument‖.  This implies that the reliability of a measure is an indication of the 
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stability and consistency with which the instrument measures the concept and helps to 
assess the ―goodness‖ of a measure.  
 
Furthermore, Saunders (2003) maintains that in order to assess reliability, the 
following three questions need to be addressed: 
 
 Will the measures yield the same results on other occasions? 
 Will other observers reach similar observations? 
 Is there transparency in how sense was made from the raw data? 
 
Despite the fact that Fink (1995) supports the two authors on reliability, his views are 
more specific to the research problem at Transnet Freight Rail as they focus on 
measuring reliability on surveys (questionnaires). Fink (ibid) maintains that in 
surveys, reliability is commonly assessed in three forms: test-retest, alternate-form 
and internal consistency.  For the research problem at Transnet Freight Rail, alternate- 
form reliability will be used.  This involves using differently worded items to measure 
the same attribute.  This technique will be applied in the 10 questions of the 
questionnaire to be sent out to respondents who are employees.  
 
On validity, Fink (ibid) states that besides determining a survey‘s item reliability, one 
must assess its validity, or how well it measures what it sets out to measure. Validity, 
he said, is an important measure of a survey instrument‘s accuracy. Saunders (2003) 
states that ―validity is concerned with whether the findings are really about what they 
appear to be about‖.  Neuman (1997) gives a terse definition, ―validity means 
truthful‖. He further infers that qualitative researchers adhere to the core principle of 
validity which is to avoid false or distorted accounts. Fink (1995) identifies the 
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following types of validity, which are typically measured when assessing the 
performance of a survey instrument: face, content, criterion, and construct.   
 
For the purpose of the research problem at Transnet Freight Rail, criterion validity 
will be used.  Fink (ibid) points out that criterion validity provides much more 
quantitative evidence on the accuracy of the survey instrument. It is imperative to 
state that one of the data collection methods, the questionnaire, used for the research 
is more likely to be reliable and valid for the discussion given above. This statement 
is in line with what Van der Colff (2002) says with regards to validity and reliability. 
She maintains that the validity and reliability of collected data depends on three 
issues namely: 
 
 the design of the questions 
 the structure of the questionnaire 
 the rigor of pilot testing 
 
Therefore, to test trustworthiness, the questionnaire designed was sent to the 
supervisor and the ethics committees who evaluated it from a position of objectivity. 
 
6. PILOT TESTING AND ASSESSING VALIDITY 
 
According to Dane (1990) a pilot study is an abbreviated version of a research project 
in which the researcher practices or tests the procedures to be used in the subsequent 
full-scale project.  In the same vein Saunders et.al (2003) maintains that prior to using 
a questionnaire to collect data it should be pilot tested.  He states that the purpose is to 
refine the questionnaire so that respondents will have no problems in answering the 
questions and there will be no problems in recording the data.  Saunders further 
argues that the pilot testing is conducted to enable the researcher to obtain some 
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assessment of the question‘s validity and the likely reliability of the data that will be 
collected.  This, he argues, can be done by asking an expert or a group of experts to 
comment on the representativeness and suitability of the questions.  That is, the pilot 
test (conducted using 20 people) will help to analyse the structure of the questionnaire 
and this will help establish content validity and enable one to make necessary 
amendments prior to sending it out to the sample. 
 
Neuman in (Greenworld 1986) points out a number of variations on pilot testing, 
including pre-testing, a form that relies on pilot respondents to refine the measuring 
instrument.  He maintains that this important activity has saved countless survey 
studies from disaster by using the suggestions of the respondents to identify and 
change confusing, offensive questions and techniques. Bell‘s (1990) advice as quoted 
by Saunders (2003) is worth mentioning here; ―However pressed for time you are, do 
your best to give the questionnaire a trial run, as, without a trial run, you have no way 
of knowing your questionnaire will succeed.‖ In view of the above discussion and the 
sample size of the research conducted at Transnet Freight Rail, the researcher 
conducted a pilot testing, to assess validity of the questionnaire using twenty 
employees. 
 
7. DATA ANALYSIS 
 
The issue of ethics will surface again when the data collected needs to be analysed 
and reported on. In data analysis, Saunders (2003) argues that the researcher needs to 
maintain objectivity in order to make sure that the data collected is not 
misrepresented. This refers to being selective about which data to report or where 
appropriate, misrepresenting its statistical accuracy. Ethical issues need to be 
considered whether the data to be analysed is of qualitative or quantitative nature. 
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Furthermore, Leedy (1985) maintains that the researcher needs to spell out precisely 
what are the intentions of the collected data ―to affect the solution of the research 
problem or sub problem‖.  
 
According to Saunders (2003), virtually all research will involve some numerical data 
or contain data that could usefully be quantified to help the researcher answer his or 
her questions and meet his or her objectives.  The type of data collected using 
questionnaires to deal with the problem at Transnet Freight Rail is a categorical one.  
The latter, according to Saunders (ibid), refers to the data whose values cannot be 
measured numerically but can either be classified into sets (categories) according to 
the characteristics in which the researcher is interested in or placed in rank order. 
Welman et al (2005) warns that each data-collecting method and measuring 
instrument has its advantages and drawbacks. 
 
8. SUMMARY 
 
This chapter gave an account of the theoretical and methodological points of 
departure with regard to the research on the critical analysis of the effectiveness of the 
internal newsletter at Transnet Freight Rail. The research methodology that will be 
used in researching the problem will be a mixed methods approach.  
 
The research design highlights the strategy adopted to collect the data from the 120 
employees representing all areas within the organisation. Quite a number of authors 
on research warn that in collecting the data from the sample, the issue of ethics should 
be observed by researchers. 
 
The chapter highlighted the usage of survey questionnaires as a method of collecting 
data.  Such questionnaires were first pilot tested to ensure understanding and to avoid 
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any ambiguities when they reach the intended respondents. Qualitative analysis will 
be used to analyse the data collected from the questionnaires. 
 
The chapter further makes specific reference to validity and reliability as the two 
critical elements to be observed to give credibility to the research findings. The two 
concepts are critical in the sense that if the research is credible, sound 
recommendations would be made to address the problem in question and thus 
improve the company‘s communication.  
 
This chapter is critical in conducting the research on the internal newsletter at 
Transnet Freight Rail as it gives the ―how‖ to do it.  That is, it emphasises the correct 
way of doing the research to ensure that the findings are trustworthy to address the 
problem in question. 
 
This chapter is a hub of all the subsequent chapters. At the end of this chapter, a 
conclusion is drawn to ponder upon the scientific methodological issues raised and 
challenges thereof for the study. Part of the conclusion shows links with the chapter 
that follows, informed by the research method applied.  
 
9. CONCLUSION 
 
At this stage, it seems useful to recapitulate. The focus of the study is on the 
effectiveness of internal newsletters. A combination of methods was used to collect 
the data, namely: survey by questionnaire and content analysis. This combination of 
methods contributed to strengthening the data.  
 
One hundred and twenty (120) questionnaires were sent out to Transnet Freight Rail 
employees and by the cut-off date all of them had been returned. Six editions of the 
 62 
newsletter had been analysed for the study. The next chapter that follows documents 
the results of the findings. It will show if the research objectives have been met by the 
amount of data collected.  
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CHAPTER 4: RESULTS 
 
1. INTRODUCTION 
 
This chapter will describe the analysis and interpretation of the data collected through 
the questionnaires from the respondents and the content analysis of six editions of the 
newsletter. The analysis, as already highlighted in the previous chapter, will indicate 
the extent to which the responses from the sample (120 employees, 30 from each 
region and six editions of the newsletter) align with the points from the literature 
reviewed in critically analysing the effectiveness of the internal newsletter at Transnet 
Freight Rail. The results of the analysis will form the basis from which 
recommendations in the next chapter will be made. 
 
2. QUALITATIVE CONTENT ANALYSIS 
 
According to Stemler (2001) content analysis is ―a systematic, replicable technique 
for compressing many words of text into fewer content categories based on explicit 
rules of coding‖. What then is qualitative content analysis? Mayring (2000) defines it 
as an approach of empirical, methodological controlled analysis of texts within their 
context of communication, following content analytic rules and step by step models, 
without rash quantification while Patton (2002) says its ―any qualitative data 
reduction and sense-making effort that takes a volume of qualitative material and 
attempts to identify core consistencies and meanings‖. 
 
These definitions illustrate that qualitative content analysis emphasises an integrated 
view of texts and their specific contexts. Qualitative content analysis pays attention to 
unique themes that illustrate the range of the meanings of the phenomenon rather than 
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the statistical significance of the occurrence of particular texts or concepts (Berg 
2001). 
 
The most popular way of knowing how mass communication works is by analysing 
its content. The following analysis was done for the Platform on six editions: July 
2010, Jan/Feb 2011, May 2011, July 2011, August 2011 and September 2011. The 
editions were the last six editions published counting backwards from the latest. 
Although the newsletter is meant to be a monthly publication the editions analysed do 
not follow the six months consecutively because of some internal production issues 
previously faced by the editorial team. The motive for studying Platform content 
emanates from wanting to compare message from different editions, finding out if it 
reflects organisational reality and analysing its effectiveness among others. 
 
3. EVALUATION 
 
Platform is Transnet Freight Rail‘s internal newsletter, which is published monthly. It 
is directed at Transnet Freight Rail employees who are spread throughout the country. 
The main contributors to the newsletter are communications and media personnel who 
are based in the three regions and the head office. Contributions from other employees 
are also welcomed and encouraged. The theme for each edition is communicated in 
advance. Stories can vary from safety, profiles, achievements and staff news among 
others.  
 
The newsletter is an ideal way to provide recognition, boost employee morale, 
improve employee relations and educate employees, so they work together towards 
common company goals. Transnet Freight Rail has workers spread across the country. 
Its vastness makes it almost impossible to reach all employees at the same time. 
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Through Platform, the aim is to make sure that employees are consistently informed 
about important company news.  The objective of analysing content has to lie one 
way or another in relating content as given to the masses. This approach takes into 
consideration the fact that the audience deduces their own meanings. This is very 
important if the analysis of Platform is to be done adequately. 
 
3.1 STANDARD FEATURES 
 
 Each Platform edition consists of 28 pages   
 Each region has dedicated pages in Platform which carry both their strategic 
news and success stories. Pages are also allocated to the Head Office. 
 At the beginning of the year, Platform publishes an article by the Chief 
Executive outlining company objectives and priorities for the New Year. 
 The Chief Executive‘s year-end message is published in the December edition.  
 
4. ANALYSIS OF THE REGULARS 
4.1 COVER  
The editor in consultation with the designer brainstorm cover ideas bearing in mind 
articles covered inside, the theme and finding a good quality photograph. A number of 
aspects are taken into consideration when deciding on a cover for the newsletter. The 
first, and most important, is the topicality of the subject matter in the magazine. It 
could be around a theme of that particular month, a major development that has taken 
place within the company or in cases where a number of stories talk to one issue e.g. 
safety. However, that does not mean any photograph can make it to the cover page as 
long as it talks to the theme. The photograph has to be of high quality, clear and eye-
catching. In other words, it has to attract the reader to the publication. It must tease 
the reader to open the publication and start reading it. The cover is the shop window. 
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In cases where a picture is  not suitable to be used on the cover, efforts are made 
where possible, for a similar image to be shot. Over and above the image, design 
techniques are also important to enhance the cover's appeal. The designer can also 
suggest to the editor what can be on the cover, inspired by the content. The editor will 
either agree or disagree with the suggestions. 
 
Branding on the cover has been done in line with the rebranding of Transnet which 
took place in 2007, using colour to differentiate Transnet Freight Rail from other 
Transnet divisions.  
The logo: The ‘T’ is the backbone of the identity, representing the name ‘Transnet’. 
But it also stands for other positive attributes ‗transcendental, totality, togetherness, 
tangible, trust, transparent, transportation and transformation. There are two primary 
colours in the logo: Red and Green. The red is taken from the one used in the 
national coat of arms and flag. This is the reflection on the company‘s ancestry, 
heritage, origins and ownership. The green represents freshness, reliability and the 
organisation‘s unflinching commitment to sustainability. 
The pay-off line: in the past ―delivering on our commitments‖ and ―at the heart of it 
all‖, were used as pay-off lines accompanying the corporate identity. This remains 
relevant but more emphasis is on “delivering on our commitment to you”, that is, all 
stakeholders – employees, customers, the shareholder, communities, pensioners and 
lenders. To signify total focus, the letter ‗s‘ in the pay-off line was dropped, and 
emphasis was on to ‘you’  by making it both bold and in italics. A brand compliance 
policy is in place to ensure that the Transnet brand is used mindfully, consistently and 
coherently across Transnet and its suppliers. 
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4.2 THE CONTENTS PAGE 
The contents page is one of the most important pages in the newsletter as it serves as a 
door keeper - guiding and showing the readers where they need to go to get what they 
want as quickly as possible. Naturally, the doorkeeper must be highly knowledgeable 
about the products that are inside. Similarly, the layout has to be designed in such a 
way that the reader navigates the publication as effortlessly as possible. Use of colour, 
photographs and other images serves this purpose. 
 
The contact information at the bottom of the contents page is to enable employees to 
communicate with the editorial team for any queries and submission of stories to the 
publication. Initially the information included the office address, cell phone number, 
telephone number and email address but as a result of misuse only the office address 
is published. Most recently the email address has been re-introduced and placed at the 
end of the editorial. Employees have access to the other information through the 
internal global access system. 
 
4.3 EDITORIAL 
The editorial is an opinion piece written by the editor. It often reflects the opinion of 
the newsletter. The editor evaluates which issues are important for the readership to 
know the general opinion. The free dictionary online defines an editorial as an article 
in a publication expressing the opinion of its editor or publishers (Farlex 2011). The 
editor‘s photo shows the face behind the newsletter. The editor‘s photo is changed so 
that the page does not stagnate by having the same picture all the time whilst the 
information always changes. At the bottom of the editorial page a caption story is 
published. This does not mean the story is of less importance rather that the 
information that goes with the photo is not enough to fill a page. 
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4.4 THE CHIEF EXECUTIVE’s ARTICLES 
The Chief Executive (CE) has space in the newsletter. This is meant to positively 
position the CE internally through the sharing of information. It is also a platform for 
the CE to engage with employees on various organisational issues. The CE‘s article is 
published every two months but flexible in that when the need arises he can use this 
medium anytime. 
 
The CE sometimes personally writes what he feels needs to be communicated to all 
employees in the organisation. More often than not the editor of the newsletter writes 
the CE‘s article based on observations and what the key issues are at that particular 
time in the company. The editor then submits the article to the CE for input and 
approval. At other times the editor has interviews with the CE and writes the article 
based on those interviews. 
 
4.5 SAFETY ARTICLES  
Safety is one of the key elements in the Transnet Freight Rail strategy. As such 
employees irrespective of position are measured according to their areas of 
responsibility in terms of what they are doing to promote safety in the company. The 
editor‘s mandate is to have at least three safety related articles in each edition. 
 
There are two aspects regarding the safety articles. On one side is the technical aspect 
aimed at creating awareness regarding the regulatory framework within which the 
organisation has to operate, legislation. This includes the strategies to manage safety, 
reduce risk and the consequences of non-compliance. On the other side is the lighter 
aspect that includes the human element which rewards safe behaviour, publicise 
initiatives, campaigns and programmes. 
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Also safety is two-pronged, there is internal and external safety. Internal safety is 
directed at employees to create awareness on safety issues, encourage safe behaviour, 
reward it and consequences thereof. External safety is aimed at the public to create 
awareness on rail safety. These include people living close to the railway lines and 
communities. Campaigns are conducted aimed at reducing injuries and deaths arising 
out of train incidents through focusing on changing behaviours and attitudes of the 
public in general. 
 
4.6 COLUMNIST ARTICLES 
Hope Kiwekete started contributing to the Platform in March 2010. His reasons for 
contributing include writing down his ideas, writing what employees should improve 
in the workplace and it brings him professional recognition as a subject matter expert.  
 
Hope is the Manager: Integrated Management Systems (IMS), in the Enterprise Risk 
Management Department responsible for the Central Region. His role encompasses 
developing, monitoring and facilitating the implementation of regional integrated, 
Safety, Health, Environment and Quality management policies, processes, procedures 
and systems that are in line with Transnet‘s enterprise-wide risk management strategy. 
 
He realised that if risk related problems are addressed, they will boost any 
organisation‘s strategic performance. He also realised that he will learn more if he 
shared his experience with others without focusing on a particular niche audience. 
This has also broken boundaries and enabled him to play in a field that seemed 
impossible. He makes observations on related themes around him then package them 
bearing in mind that the readers might not be subject matter experts. Sometimes he 
relies on guidance from the editorial themes. 
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4.7 LETTERS TO THE EDITOR 
A letter to the editor is a letter sent to a publication about issues of concern from its 
readers. In many publications, letters to the editor may be sent either through 
conventional mail or electronic mail. The subject matter of letters to the editor varies 
widely. However Booth (2007) lists the most common topics as follows: 
 Supporting or opposing an editorial stance 
 Responding on another writer's letter to the editor.  
 Commenting on a current issue being debated   
 Remarking on what had appeared in a previous edition. Such letters may either 
be critical or praising.  
 Correcting a perceived error or misrepresentation.  
 
Letters to the editor are also published in the Platform when available. They are not 
received regularly resulting in some of the editions analysed not having any published 
letter. All employees are encouraged to use this platform as it provides an opportunity 
to interact with the editorial team and to air their views on various issues.  
 
4.8 APPOINTMENTS 
Like the letters to the editor, appointments are published in the Platform when they 
are available. These are employees who are moving up the ladder as a result of being 
promoted. The objective is to publish and celebrate those who have been recognised 
and rewarded for their hard work. The Human Resources department provides the list 
of names of the people who have been promoted and arrangements are made with 
them to have their photos taken for publishing purposes. A noticeable trend with 
appointments is that of people who are moving from general worker (bargaining unit 
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employees) to management level positions and also those who are already at 
management level but moving to a more senior position. 
 
4.9 THE BACK PAGE 
The back page highlights a project or an initiative that is underway in the company. 
Some of the projects and initiatives are not only bound to the organisation but could 
be of national interest as well.  
 
The saving energy campaign is aligned with the call to all South Africans to play their 
role in saving energy. As a corporate citizen the company also encouraged its 
employees to save energy to avoid the repeat of power failures that took place in late 
2005 and early 2006, which made front page news across the country for months. 
Furthermore the campaign encouraged employees to help the organisation financially 
by reducing the amount of money spent on the electricity bill. 
 
AARTO (Administrative Adjudication of Road Traffic Offences), the new traffic fine 
act is not only Transnet Freight Rail specific but also countrywide. As the 
organisation has fleet managers and employees who drive cars whether in their 
personal capacity or those owned by the company it is important for the organisation 
to also communicate this act. This is done against a backdrop of not being an 
organisation that only cares about the bottom line but also its employees. What was 
more alarming was the 2008/09 report which found that most employees who lost 
their lives in that financial year were involved in road accidents more than any other 
cause of death which further emphasised the need for the organisation to educate its 
employees on the act. In 2010 the organisation identified the need to embark on a 
safety management programme to help reduce the number of vehicle accidents that 
cost the company millions of Rands. 
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The 219mt safely Advert was developed after the organisation launched the 219 
million tons safely campaign. This means for the 2011/12 financial year the company 
needs to make sure that it handles 89 million tons of General Freight Business, 74 
million tons of export coal and 56 million tons of Iron Ore. More importantly is that 
this target must be reached without compromising on safety. 
 
5. APPROVAL PROCESS 
 
The Senior Manager and the Executive Manager: Communications and Media 
approve the final version of the publication before it goes to print. Because of their 
seniority they have to approve and account for what is published in the newsletter. 
They are not involved in the initial process of the production of the magazine. The 
editor decides on the theme, what articles to publish, edit articles from the regions, 
decide what article goes to which page. When the first draft is received the editor 
goes through it and makes comments/corrections. When the final draft is received 
having effected the changes the senior and executive manager go through it and 
approve. 
 
6. ANALYSIS OF EACH EDITION 
6.1 JULY 2010 
Financial performance – Every year in June Transnet results are announced for the 
previous financial year. The results depict a picture of how Transnet has performed 
financially during that period. Giving overall results and breaking it down according 
to Operating Divisions (ODs). The newsletter publishes the overall results and zooms 
in on Transnet Freight Rail‘s contribution to the overall results. 
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Achievement – Achievements by the organisation are showcased in the newsletter. 
Such articles are published to celebrate success and show how the organisation 
measures against its peers in rail.  
Safety – Safety articles are aimed at encouraging employees to uphold safety in the 
workplace. Safety is one of the company‘s key focus areas and there has been a 
struggle to shake off the bad safety record. When there are areas that work safely they 
are celebrated to encourage others to follow suite. 
Operational efficiency – Projects with huge impact on the business and employees 
are publicised to create awareness of what they are, their aim and envisaged results. 
Projects from Transnet Group that could have an impact on the division are also 
publicised to minimise rumours as much as possible.  
Youth development – In conjunction with high schools and tertiary institutions 
Transnet Freight Rail participates in career exhibitions where young people, who are 
also future employees are exposed to career choices available in the organisation. The 
organisation‘s bursary scheme and Graduates in Training (GIT) programme is 
explained to students including internship opportunities. 
Staff news – The family day is one of the much anticipated events in the Transnet 
Freight Rail calendar. Held annually the day brings together the organisation‘s 
employees and their direct families to socialise with each other informally. 
Employees have an opportunity to get to know each other better as colleagues 
promoting effective teamwork. Family day also serves as a celebration for a job well 
done. 
 Corporate Social Investment – Community involvement to the organisation is 
crucial. In line with the commitment to give back to the communities within which it 
does business, the organisation lends a helping hand whenever possible to do so. The 
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company prides itself at being able to live its vision of positively touching the lives of 
various communities. The aim of Corporate Social Investment (CSI) is to position 
Transnet Freight Rail as a socially responsible and caring company through investing 
in sustainable programmes, targeting communities within which the company 
conducts its business. Key to CSI  is building relationships with communities next to 
rail and focusing on external crime, safety and vandalism through funding community 
projects. The strategy is to identify genuine needs in various communities and assist 
where possible. Besides fulfilling its role as a business, including offering products 
and services, paying taxes, the company has a responsibility and obligation to 
improve the lives of its employees and the communities within which it conducts its 
business. 
 
6.2 JANUARY/FEBRUARY 2011 
Operational efficiency – Projects with huge impact on the business and employees 
are publicised to create awareness of their existence, their aim and envisaged results 
or objectives. Some of the projects are developed from Transnet Group and could 
have an impact on its operating divisions.  
Safety – When it comes to the safety of employees the organisation is not concerned 
about only rail related incidents but any incident that can harm employees. After a 
2008/09 safety report showing that most employees in that financial year died due to 
road related incidents more than rail related, the organisation mobilised to ensure 
adherence to road regulations to all its employees.  
Employee empowerment – The organisation is continuously developing, improving 
and expanding the skills of its workforce throughout the organisation. The Human 
Resources strategy attempts to ensure that the needs of the organisation are met. The 
objective is to give employees a better understanding of the company‘s strategies. To 
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assist employees to become productive by familiarising them with the environment. 
There has also been a need to boost employees‘ morale and empower them by 
developing their skills. 
Safety achievements – Safety is one of the key focus areas in the organisation. It is 
an area in which the organisation strives to improve on. One aspect of safety that 
needs urgent attention is the human factor. Employees are continuously urged to 
adhere to safety rules. When there are employees that hold safety to the highest 
esteem they need to be celebrated and their experiences shared to motivate others. 
Operating systems – Showcases examples of how the company is working on 
innovative ideas and technologies to improve its efficiency level. This provides a 
chance to create a new culture for the business, one that promotes the principles of 
doing business faster and smarter with resources at disposal. Operating systems are 
aimed at meeting the objectives of the organisation through improving volume 
throughputs and current systems. 
Youth development – Seeks to show that young employees also have a voice in the 
organisation. The purpose is to create a bridge and an emotional connection between 
young employees and the organisation. As future leaders they are not employed to 
only do as they are told but also to be strategically involved in the business which 
includes coming up with fresh and innovative ways to move the company forward. 
Young people are important to the future of the organisation also in terms of 
balancing the age profile of the workforce. 
 
6.3 MAY 2011 
Road shows – The Chief Executive or a member of the senior management can 
embark on road shows to communicate the vision of the company. It is also an 
opportunity to interact face to face with employees. All the strategies and vision of 
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the organisation are meaningless if nobody knows about them, key to this is ensuring 
that they are rigorously communicated and implemented. 
Skills development – The aim is to show what the organisation is doing to address 
the shortage of critical skills especially in the technical fields. Upgrading and the 
development of railway specific skills interventions are quite imperative as they can 
be easily lost unless there is more focus on talent retention. The intention of the 
organisation is to increase the human capital capacity to deliver quality engineers. 
Employee opportunities – The organisation provides study assistance to employees 
who undertake or wish to undertake part-time studies provided that those studies are 
aligned to the employee‘s individual development plan and support business 
objectives. The bursary scheme demonstrates the seriousness in which the 
organisation is committed to staff development and success stories are published to 
motivate other colleagues. 
Safety – Safety remains one of the organisation‘s priorities. The company is not in 
the business of killing or maiming people but that of delivering commodities to 
required destinations safely and timeously. Although at other times it remains at the 
mercy of factors outside its control, the organisation strives to inform the public and 
other stakeholders about safe behaviour. Campaigns and initiatives are conducted on 
an on-going basis to educate people about rail safety. 
Employee recognition – Management believes that the company can only achieve its 
vision and serve its customers by recognising individuals and teams on an on-going 
basis. Long service awards are a way to honour employees for their selfless , loyal 
and dedicated service. Employees are not only honoured for being with the company 
for many years but also for having consecutive years without being involved in safety 
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related incidents. They are saluted with the hope that their exemplary conduct will 
serve to motivate others to follow on their footsteps. 
 
6.4 JULY 2011 
Operational efficiency – Maintenance is part of ensuring that the infrastructure does 
not fail. A rail line is partially shut down during the maintenance period meaning that 
a limited number of trains can still be run. A full shutdown is done for critical 
rehabilitation of a line. The shutdown process includes excavation, rebuilding layers, 
laying of ballast stone, sleepers and rails. Key is completing the shutdown without 
any safety related incidents. Line management and safety personnel are responsible 
for the safety inductions prior to and continuous supervision throughout a shutdown 
process. 
Career expo – Like many organisations the company envisages to be the employer of 
choice attracting the young people of the country. Job creation and skills development 
is imperative. By taking part in career exhibitions the company seeks to attract young 
people to the rail industry. By so doing, the organisation will be able to leverage 
talent, to create a pool of future employees. Capacity building initiatives in the 
organisation are key and in particular the operations environment where critical skills 
are most needed. The aim of the company is to be a home to competent, committed, 
stable and diverse workforce. 
Business plan – The organisation‘s business plan includes key priorities that will be 
focused on in a specific financial year, as well as the targets for different sectors. The 
aim of communicating the business plan is to ensure that all employees are aware of 
the company‘s vision and the commitments made to the shareholder.  
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6.5 AUGUST  2011  
Financial performance – Transnet results are announced annually for the previous 
financial year. The results show how Transnet performed for that financial year, 
depicting overall results and breaking it down according to Operating Divisions.  
Industry news – Part of the company‘s strategic intent is to create a strong image of 
Transnet Freight Rail as a world-class company that is able to compete 
internationally. That entails high visibility marketing of products and services to 
clients in key sectors. This means showcasing some of the platforms the organisation 
uses to strengthen its relations with its various stakeholders. Also the achievements by 
the organisation as rated by its peers in the rail industry.  
Safety – Another important aspect of safety is the immense responsibility  and 
challenge of helping to change the safety mind-set in the organisation. Key to this is 
getting physically involved in the operations that impact on safety. This includes 
interacting with people on the ground during safety talks and task observations. The 
organisation has invested in new locomotives and infrastructure, what needs to 
happen now is the elimination of human error as it is one of the major causes of 
incidents.  
Mobilising employees – This communication method is used to intensify the 
realisation of company goals. The purpose is to inform all Transnet Freight Rail 
employees of the organisation‘s commitment to the shareholder and to rally everyone 
to play their role in ensuring that the targets are met.  
Women empowerment – The rail environment has in its history been a territory for 
men. Over the years the rail environment and indeed its demographics has changed. 
Women have entered the industry and acquired the skills and knowledge that has 
been exclusively accessible to their male counterparts. Though not at its envisaged 
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level, the organisation empowers its women to ensure they are also treated with 
dignity and respect.  
 
6.6 SEPTEMBER 2011  
Partnerships – These are business articles that relate to issues of business 
performance, collaborations or partnerships, acquisitions and new deals. They 
showcase who the organisation has partnered or collaborated with to gain maximum 
performance.  
People pride – Highlights the importance of coaching and mentoring. When new 
people come in/join the organisation more so young people the veterans must take it 
upon themselves to take them under their wings and show them the ropes. Skills 
transfer is imperative. Coaching and mentoring is one of the key drivers to ensure that 
the organisation doesn‘t stagnate and its age profile is balanced. Husbanding current 
skills and mentoring new skills is one of the identified strategic thrust. 
Wellness – Recognising that employees are humans who would at times be ill or face 
life‘s challenges, the organisation has healthcare facilities available to employees. 
Employee Assistance Programme (EAP) is one of the vehicles through which the 
company offers professional assistance to employees and their direct families who 
suffer from personal, family and job related problems. This service is aimed at 
preventing and assisting in problems affecting an employee‘s life at both personal and 
work level. 
Celebrating womanhood – The empowerment of women and recognising their 
contribution is but a small step in the right direction at the higher echelons of the 
organisation. It brings with it also huge responsibilities for women to affirm and 
nurture one another in the workplace. The barriers of the past have crumbled, opening 
up fresh opportunities for women to achieve true equality and respect. 
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7. DISCUSSION 
 
The content of the newsletter varies in each edition depends on the theme. There are 
similar themes that come up with every edition such as safety. The importance of 
safety was further ascertained by the feedback from the questionnaires with 86 
(71.66%) of the respondents saying it is always interesting to read about it. The 
newsletter tries to cater for a varied audience in terms of topics and themes. There are 
readers who prefer the technical, business articles and there are those whose interests 
are on the lighter articles such as profiles, long service. The editorial team seeks to 
achieve the balance with each edition. When comparing with the feedback from the 
questionnaires a lot of topics are already covered in the newsletter but might need to 
be simplified further. 
 
The themes identified in all editions were safety, financial performance, 
achievements, operational efficiency, youth development, staff news, CSI, employee 
empowerment, safety achievements, operating systems, road shows, skills 
development, employee opportunities, employee recognition, career expo, business 
plan, industry news, mobilising employees, women empowerment, partnerships, 
people pride, wellness and celebrating womanhood. Safety related articles are a 
mandate on each edition. In 2009, the month of May was declared a safety month. 
This is observed annually. Safety articles can presented a technical form explaining 
what safety means for the organisation, by celebrating teams/areas who are putting 
safety first in the execution of their duties and those employees who have maintained 
a clean safety record for many consecutive years. Financial performance, 
achievements, operational efficiency, operating systems, business plan, industry news 
and partnerships talk to the core of running the organisation. They talk to how the 
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business is performing, what it is doing to improve its efficiency level and 
competitiveness. They are presented through financial updates, industry ratings, new 
systems and technologies in place among others. Youth development, staff news, 
employee empowerment, skills development, employee opportunities, employee 
recognition, mobilising employees, women empowerment, people pride and 
celebrating womanhood are about the most importat asset in the organisation- the 
employees. This showcases Transnet Freight Rail as a caring employer who looks 
well after all its assets including the people. The themes can presented as profiles of 
employees who have achieved in some way, the training opportunities available to 
employees and the sharing of organisational information with employees. 
 
This paints a picture of a newsletter that tries to align itself with the diversified 
audience it is intended for. The varied content from business news to lighter articles 
attempts to cater for employees‘ different interests. The overall picture shows that 
Platform, taking employees input into consideration can be effective as one of the 
internal communication tools. The findings of this study indicated that Platform is 
received with mixed feelings amongst Transnet Freight Rail employees in terms of 
consistency with what they would like to read about and on how it will influence their 
knowledge about company issues. The organisation‘s language policy ascertains 
English as the language that must be used for business purposes. Through Platform, 
the aim is to make sure that employees are consistently informed about important 
company news. English is the primary editorial language. The editorial policy makes 
provision that stories written in other vernaculars can be published subject to 
motivation by sender and translation thereof. The style of writing used is simple to 
ensure maximum understanding. For example, it adheres to a newspaper like 
―Sowetan‖ in terms of simplicity. 
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8. RESPONSES TO THE QUESTIONNAIRES 
8.1 RESULTS 
 
The table below shows the response rate to questionnaires sent out to the respondents 
for completion. 
 
 Head 
Office 
Western 
Region 
Eastern 
Region 
Central 
Region 
Questionnaires sent 
out 
30 30 30 30 
Questionnaires 
returned 
30 30 30 30 
% Response rate 100% 100% 100% 100% 
 
 
The good response rate presupposes that the study will add value to the organisation 
and it also shows the interest that respondents have on the subject.  Also worth 
highlighting is the fact that respondents represented all levels of employment in the 
organisation. This is critical, as it presupposes that the views will come from a diverse 
workforce and understanding. 
 
8.2 ANALYSIS AND RESULTS 
 
The analysis of results will be based on the three objectives of the research as 
follows: 
 To assess the effectiveness of the newsletter as an internal communication 
tool 
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 To identify the challenges to the effectiveness of the newsletter in Transnet 
Freight Rail 
 To make recommendations that would be appropriate in addressing the 
problem. 
 
As highlighted in the previous chapter, qualitative data in the form of the 
respondents‘ responses will be condensed in the form of percentages to give a picture 
of the prevailing perception in the organisation with regards to the research problem 
(Saunders 2003). 
 
The findings of this study indicated that Platform is received with mixed feelings 
amongst Transnet Freight Rail employees in terms of consistency with what they 
would like to read about and on how it will influence their knowledge about company 
issues. 
 
Of the 120 respondents 75 of them said they receive the newsletter from the offices, 
followed by 30 who receive it from the depots and 19 who receive it from the 
reception. According to the respondents, most of the people who read the newsletter 
find it very relevant (Figure 1.1). This question indicates that the news content of the 
newsletter has the potential to attract more readers. However, more attention should 
focus on those areas of information indicated elsewhere in the survey as being 
desirable.  
 
The readership of the newsletter also showed that 100% of the respondents read 
Platform, thus indicating that all respondents are aware of the publication and are 
familiar with its content. Of the respondents 39 ( 32.5%) said they read their copy of 
Platform during lunch hour, 54 (45%) during office hours and 45 (37.5%) after hours 
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(Figure 1.2). An interesting number of respondents have indicated that they read the 
newsletter after hours. This gives an opportunity for more information that may assist 
external stakeholders to learn more about the company. 
 
Most of the respondents said Platform should stay as it is (Figure 1.3). Almost 70% of 
the respondents approve of the newsletter‘s form and content. At this stage it would 
appear that there is no need for change. 72.5% respondents of those who answered the 
questionnaire said they would like to read more about communication from 
management, followed by 59.16% of them saying departmental information and the 
other 60% of these respondents said news about people and financial performance 
65% (Figure 1.4). The response elicited by this question indicates that employees are 
keen to learn about the company‘s sustainability. 
 
The response to rating different sections in terms of the listed characteristics was for 
example, safety news always interesting 71.66%, sometimes interesting 20% and 
seldom interesting 3.33% (Table 1.1). This section shows a remarkable strength of the 
Platform as a useful communication tool in assisting the employees understand the 
business direction of the company. Also, the information carried on safety seems to 
be relevant for day to day operations. The safety news and updates on business 
performance are the hallmarks of the newsletter. 
 
The time, which employees take to read the newsletter is 30 minutes to an hour 
58.33%, 1 day 20.83%, 1 week 18.33% and 1 weekend 1.66% (Figure 1.5). 18.33% of 
the respondents have indicated that they read the newsletter over a week. There is a 
chance that most read the newsletter with the intent to absorb information. This 
section read with question 9 where most employees found the magazine interesting in 
areas of business performance updates and safety indicates a desire for the employees 
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to revisit these areas for more clarity. The response ratings of whether Platform is a 
good communication tool for the organisation to reach a wider audience was strongly 
agree 55%, agree 35%, neither agree nor disagree 7.5%, disagree 1.66% and strongly 
disagree 0.83% (Table 1.2). 
 
8.3 DISCUSSIONS 
 
The findings from the questionnaire feedback reflect that much is done to make the 
newsletter effective as a communication tool but there is room for improvement to 
make it more effective. Of the 120 respondents 75 of them said they receive the 
newsletter from the office, which could be because administration officers are the 
ones receiving the newsletter on behalf of employees in various areas. 46.66% 
respondents of those who answered the questionnaire said they find the newsletter 
very relevant, followed by 42.5% of them saying they find it mostly relevant and the 
other 8.33% of these respondents said sometimes irrelevant and always irrelevant 
3.33%. 
 
Less than 4% of the respondents said they find the newsletter always irrelevant. The 
response to ratings of whether the newsletter is a good communication tool was 
strongly agree 55%, agree 35% and disagree 1.66%. There were 0.83% respondents 
who strongly disagreed. The time, which the employees mostly read their copy of 
Platform is during lunch hour 32.5%, office hours 45% and after hours 37.5%. 72.5% 
of the Transnet Freight Rail employees are interested in topics like communication 
from management, followed by 59.16% for departmental information, 60% of 
employees for news about people and 65% for financial performance. 
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One of the crucial findings was that 71.66% of Transnet Freight Rail employees who 
are regular readers found safety news always interesting which is aligned with the 
organisational notion of safety being one of the key focus areas. One of the 
interesting findings was that Transnet Freight Rail employees would like to read some 
of the articles in the newsletter in their own home languages over and above English. 
This is interesting since English is the business language in the organisation and 
uniting irrespective of the home language.  
 
One other positive finding of the research was that most of the regular readers of 
Platform rarely strongly disagreed with the statements regarding the newsletter. The 
fact that the research also showed that employees feel Platform is a good 
communication tool for the organisation to reach a wider audience should prompt its 
content to be more on issues that interest employees. 
 
9. SUMMARY 
 
In a nutshell, the chapter focused on the analysis and interpretation of the data 
collected through the questionnaires and the content analysis of the newsletter to 
address the research problem.  The analysis and interpretation of the data has been 
made possible by the good response in completing and returning of questionnaires by 
the sample of the targeted population (employees representing all three regions and 
the head office) and the availability of the editions of the newsletter for content 
analysis. 
 
What came out strongly in the analysis and interpretation of the data is the mutual 
agreement by management and employees on the importance of safety and its 
rigorous communication in the company.  The results of the study confirmed by 
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feedback from the questionnaires is that Platform is a good communication tool even 
though a lot can be improved to increase the level of its effectiveness. In other words, 
the feedback from employees combined with the suggestions from the literature 
reviewed should be considered in the process of improving the effectiveness of the 
newsletter.  
 
10. CONCLUSION 
 
In a closer analysis of the research problem, findings and interpretations, one sees a 
lot of variety in terms of people‘s interests. Another noticeable finding is that people 
would like to see stories about other rail organisations published in the newsletter. 
Although this is already taking place such articles are not done in terms of profiling 
that particular organisation but in situations of partnerships and collaborations.  
 
The Transnet Freight Rail‘s Communications and Media department is the custodian 
of Platform as a communication tool. No changes to the content and the structure of 
Platform can be done without the consent of the Department. The final decision of 
what is/not published rests with the Editor and the Chief Editor. 
 
In the next chapter the research will deal with conclusions and recommendations 
based on the outcome of the study.  
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CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS  
 
1. INTRODUCTION 
 
Based on the findings and analysis highlighted in the previous chapter as well as the 
contents of the first three chapters, this chapter will provide recommendations on how 
internal newsletters can be improved to be more effective at Transnet Freight Rail and 
other organisations. The recommendations would be applicable to not only Transnet 
Freight Rail but other organisations as well. To some extent, the recommendations 
would also be based on the improvement of other aspects of newsletters that have a 
strong bearing on their effectiveness.  
 
The chapter will also focus on areas highlighted in the study that need improvement 
as well as areas where the status quo needs to be sustained or improved. The 
following aspects will be briefly highlighted as they form the essence of the whole 
study: 
 The purpose of the research   
 The main findings 
 Areas for further research 
 
2. CONCLUSIONS 
 
The effect of this research study depends to a large extent on how it is received by the 
person reading or using it. The research does not allow predictions of what the 
consequences of such a decision will be. It is evident that Platform is playing a crucial 
role in terms of encouraging Transnet Freight Rail employees to be active participants 
in company activities/issues. One of the crucial findings was that 68.33% of Transnet 
Freight Rail employees who took part in the study said Platform should stay as it is. 
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One of the interesting findings was that 70 (58.33%) of the respondents took 30 
minutes to an hour to read the newsletter. This could be because they find the 
newsletter easily readable or they read only the articles that are of interest to them.  
 
The key empirical model used for this research on Platform is the need-based 
integrative model. This model emphasises that communication within a system is one 
of the crucial dimensions through which the diffusion process can be engendered. 
Since Transnet Freight Rail employees have an ‗opinion‘ on what issues they would 
like addressed they will be easily moved by articles that Platform provide if those 
articles will help their understanding and knowledge of the company. 
 
The need-based integrative model looked at Platform in terms of the content, 
interpretation, degree of feedback and audience size. The research is also going to 
look at the Transnet Freight Rail employees‘ selectivity on attention, perception, 
remembering and accepting what Platform publishes. The results served to confirm 
that Transnet Freight Rail employees do find Platform useful enough. 
 
2.1 AREAS FOR IMPROVEMENT 
 
Although almost 70% of the respondents affirmed the newsletter must retain its form 
and content, the following are noted as part of improving the magazine going forward: 
 Each region must be committed and mandated to submit articles, seven pages 
have been allocated to each region. Going forward Platform will be clearly 
separated according to regions, indicate in which area in the region. 
 Will make extra effort in trying to have some stories translated into other 
languages and encourage employees to submit also in their languages 
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 Platform copies printed are in accordance with the number of employees as 
received from Human Capital. Regional communicators should ensure every 
area in their regions receives the magazine and provide distribution details 
where it is not taking place.  
 The Editor must conduct quarterly visits in different areas to ensure the 
challenges of distribution are sorted 
 All effort should be made to ensure the publication meets its deadline in terms 
of submissions, editing, layout & design, printing and distribution. Platform is 
meant to be a monthly publication - inconsistency of when  it should be 
coming out causes confusion (as per survey response). 
 
In addressing the above areas for improvement, not only for the problem under 
investigation but for all other improvement efforts, Transnet Freight Rail should 
consider the recommendations below. The recommendations are based on the 
literature reviewed and the feedback received from the questionnaires.  
 
3. DATA AMBIGUITIES AND RESEARCH LIMITATIONS 
 
There were some limitations to the research as only a limited number of employees in 
the organisation were covered and a limited number of the newsletter editions  were 
analysed. Of the 23 000 employees in Transnet Freight Rail only a sample of 120 was 
selected for the study and with the newsletter editions only key themes that run 
through all six editions were analysed. The sample represented all three regions and 
the head office while the newsletter editions were from the latest published counting 
backwards. The findings of the study indicated that generally the respondents feel that 
Platform should stay as it is. On the six editions analysed the issue of safety came out 
consistently as per mandate for each edition to carry at least three safety related 
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articles. The importance of safety was further affirmed by the feedback from the 
questionnaires when 71.66%  respondents rated safety news as always interesting. 
One can make a hypothesis that the newsletter also plays its role to communicate the 
importance of safety that safety related incidents are not necessarily occurring due to 
lack of communication on safety issues.  
 
The respondents‘ personal details were left out because the study did not seek to 
know them in their personal capacity but rather sought to find out their views on the 
research problem. In the case where the respondents were asked where they receive 
the newsletter some responded with more than one answer. Similarly, in the case 
where they had to say how the newsletter should change, if it should, most of them 
did not answer. In addition, some employees mostly said it takes them 30 minutes to 
an hour to read the newsletter. 
 
3.1 DEVELOPING A VISION AND STRATEGY  
 
Considering the rationale for developing a vision and strategy as outlined by Kotter 
(1996) it would be appropriate for Transnet Freight Rail and indeed the 
Communications and Media department to consider doing the following to address 
some of the shortcomings: (i) Develop and implement a sound internal 
communications strategy with the internal newsletter strategically placed in it, which 
the Executive Manager of the department should be the custodian of.  
 
The organisation should also consider incentifying feedback from employees through  
the newsletter with a token/small prize. This would be a trigger to move employees 
out of their comfort zones as they would recognise the seriousness and the 
significance of communication within the organisation. The Executive Manager‘s 
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custodianship should work hand in hand with clear articulation of the strategy and 
vision to all employees.  
 
People are more prone to ‗buy in‘ to something they perceive to be beneficial to them. 
Kotter‘s (1996:70) statement fits this argument: ―a clear vision and strategy should 
give an appealing cause for which to fight‖. 
 
4. PROPER PLANNING 
 
The findings in Chapter 4 reveal that inconsistency about when the newsletter should 
come out confuses employees of its timing. Although the challenges faced at the time 
were beyond the editorial team‘s control employees noticed the inconsistency as were 
left confused. Planning is a fundamental stage for management as outlined by Burke 
(1991) and Kotter (1996). In the same vein Kotter (ibid) cautions very strongly that a 
failure during the planning phase would invariably cause the subsequent stages to hit 
a snag. That is, without proper planning (primary management function), the 
secondary management functions (implementation and evaluation) cannot be 
performed (Smith 2002). In planning for the improvement of the effectiveness of the 
internal newsletter or any other internal communication tool, Transnet Freight Rail 
should (in consideration of the formulation of the internal communications strategy 
and vision and other pertinent factors still to be discussed): 
 Set time frames on which the whole improvement effort should be based.  For 
example, outlining that by November 2011 the communications and media 
department should have implemented 70% of the suggestions from the study.  
 Clarify roles and responsibilities. That is all employees should understand 
their role in contributing towards the implementation of a sound internal 
communication strategy.   
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 Set up structures (based on the existing departmental structure) to ease the 
cascading of information.  
 Communicate extensively (to be discussed under communication below). 
 
In view of the above, it would then be appropriate to instil a sense of urgency as there 
would be a clear direction of where the organisation is going in terms of internal 
communications strategy implementation (or whatever strategy that would be 
implemented). Most importantly, it would also help to clear the perceptions key to the 
research problem as highlighted in Chapter 1.  
 
4.1.1 Prevailing perceptions with regard to the research problem  
 
Judging by the number of respondents who indicated that they read Platform when 
published (35%) and those who indicated that they read it when they receive it 
(27.5%) (Chapter 4), one sees the effects of the inconsistency in publishing and how 
it has led to employees not knowing when the publication comes out. In Chapter 2, 
(Howell 2007) noted that it is not unusual for a newsletter to take a month or more 
from the start of the editorial process to final delivery to the readers but also stresses 
that publishing on a regular schedule gives the newsletter credibility.  
 
As a starting point, it is recommended that Transnet Freight Rail communication 
should be consistent. The fact that there is no internal communications strategy in 
place in the organisation does not augur well for effective internal communication. 
Moreover, without the internal communications strategy it would be difficult to guide 
communication to drive a consistent and credible communication process.  
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4.1.2 Communication 
 
Communication serves as a glue that keeps organisational information in the correct 
shape. Considering the above factors, it is recommended that for communication to be 
credible it must be consistent and simplified to be understood by all levels of 
employees to ensure their buy in.  On top of crafting a simplified message, it must be 
translated into languages understood the majority of employees. Parnell (2003) 
concludes, ―sharing information with lower-level managers and employees may 
enhance both comprehension and organisational commitment‖ 
 
Communication should be cascaded from the leader (Chief Executive) to various 
regional structures created. The regional structures must have an effective feedback 
mechanism to management to ensure internalisation of the communication message. 
To this, Manning (2002) says, "the more openly honestly ideas are shared, the greater 
the level of trust will be and more ideas will emerge.‖ The issue of engaging difficult 
employees in an ―honest dialogue‖ to deal with resistance is also relevant here.  
 
Following on the above, mechanisms to measure internalisation of communication 
should be developed. One cannot manage what cannot be measured. An example of 
such a measurement tool could be the conducting of random short interviews with the 
employees at various levels to establish if they understood and if they `buy in` the 
communicated message. 
 
Looking at the size of Transnet Freight Rail‘s staff complement (23 000 employees) 
the approach of `Repeat, repeat, repeat` of communication (Chapter 2) to ensure that 
it sticks to people‘s mind is highly recommended. The constant repetition of 
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communication should be complimented by updates on how far the company has 
gone in implementing suggestions and ideas from employees.  
 
4.1.3 Generation of short-term wins 
 
As a tool of motivating employees during the implementation phase tokens of 
appreciation should be considered for employees who give feedback through the 
letters to the editor and other channels.  
 
4.2 AREAS TO BE SUSTAINED 
 
The research has shown the following `pockets of excellence`: 
 Communication from management 87 (72.5%) 
 Departmental information 71 (59.16%)    
 News about people 72 (60%)    
 Financial performance 78 (65%) 
 
In improving the situation and also sustaining the prevalence of the above aspects of 
the newsletter managers must refer to the newsletter in their team briefings (Chapter 
2). Capitalise on the set up of the regional structures (three regions and the head 
office making up the whole of Transnet Freight Rail) to disseminate and 
communicate information.  Feedback mechanism to be set up to ensure internalisation 
of the message. Credibility and integrity of management is very much crucial for 
employees buy in to a communication process. This aspect goes hand in hand with 
participative management or consideration of ‗people issues‘.  One of Pick and Pay 
Raymond Ackerman‘s ten principles that govern his business approach as quoted by 
Mabena (2003) is ―Keep your ear close to the ground until you feel the grasshoppers 
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jumping in‖.  This simply refers to listening to people‘s advice irrespective of their 
level in the organisation. 
 
5. RECOMMENDATIONS 
 
In summary, the findings of this study point to numerous alternatives or scope of 
actions for future research on the effectiveness of internal newsletters. Another 
possibility will be to look at conducting the research involving a larger sample size 
and see how the results would be compared to the current ones. The findings of this 
research have also shown that Transnet Freight Rail employees do read the internal 
newsletter. A further area of research that would be very much relevant for future 
research purposes would be the best way to distribute internal newsletters in vast 
organisations. 
 
Further recommendations are: 
 The newsletter must retain its form and content (almost 70 per cent affirmed) 
no changes at this stage. This means that organisation must retain what works 
with their newsletters and only make improvements from employees 
suggestions. 
 The newsletter must carry more news items on strategic issues affecting the 
company. Employees want to read more about the company‘s business 
performance and safety (over 60 per cent affirmed). An editorial policy for 
internal newsletters must be developed and communicated to employees 
highlight what will and will not be published in the newsletter. 
 The language policy (English only) must be reviewed or some other languages 
must be accommodated in internal newsletters. This accommodates a wider 
audience provided an English summary of the article/s accompanies the story.   
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 Expand to other news categories such as sports to include all employee 
interests. This will also be guided by the editorial policy that would specify 
what can/cannot be published in the newsletter. 
 Editors of internal newsletters must be aware of any with regard to their 
newsletter and correct the short-comings. This needs to take place on an 
ongoing basis with immediate actions. 
 
6. SUMMARY 
 
This document presents the results of the research on the case study of the 
effectiveness of internal newsletters specifically looking at Transnet Freight Rail‘s 
Platform conducted by Thembekile Matshoba, MA Media Studies student specifically 
for the post-graduate degree. Information gathered in the study should help 
communications personnel in the planning and development of all the topics to be 
published on internal newsletters in the interest of employees. This study tried to 
cover as much information as possible on internal newsletters and their effectiveness. 
The purpose of the study was: 
 To assess the effectiveness of internal newsletters as one of internal 
communication tools 
 To identify the challenges to the effectiveness of internal newsletters 
 To make recommendations that would be appropriate in addressing those 
challenges  
 
7. CONCLUSION 
 
The main purpose of the research was to do a critical analysis of the effectiveness of 
internal newsletters using Transnet Freight Rail‘s Platform as a case study. The 
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newsletter‘s credibility has to some extent been compromised due to previous 
inconsistencies in the publishing schedule.  
 
In a nutshell, the research has a significant value to Transnet Freight Rail and other 
organisations in that it has made revelations in terms of the extent to which internal 
newsletters can be effective. The findings although more specific to one organisation, 
paint a picture of what could be similar in other organisations. Corrective actions 
could then be taken to address the identified short comings. The recommendations 
cited in this chapter could also be applied to other internal communication tools 
within organisations. 
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Figure 1.1: Relevance of Platform as an internal newsletter 
46.66
42.5
8.33
3.33
Very relevant
Mostly relevant
Sometimes irrelevant
Always irrelevant
 
(1) Very relevant 56 (46.66%)   (2) Mostly relevant 51 (42.5%)   (3) Sometimes 
irrelevant 10 (8.33%)   (4) Always irrelevant 4 (3.33%) 
Figure 1.2: Time when Platform readers read their copy 
32.5
45
37.5
During lunch hour
Office hours
After hours
 
(1) During lunch hour 39 (32.5%)  (2) Office hours 54 (45%)  (3) After hours 45 
(37.5%) 
Figure 1.3: Platform way forward 
(1) Stay as it is 82 (68.33%)                         (2) Change 36 (30%) 
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68.33
30
Stay as it is
Change
 
Figure 1.4: Topics that readers would like to read more about in Platform 
72.5
59.16
60
65
Communication from
management
Departmental information
News about people
Financial performance
 
(1) Communication from management 87 (72.5%)   (2) Departmental information 71 
(59.16%)   (3) News about people 72 (60%)   (4) Financial performance 78 (65%) 
Figure 1.5: Time taken to read the newsletter 
58.33
20.83
18.33
1.66
30 minutes to an hour
1 day
1 week
1 weekend
 
 104 
(1) 30 minutes to an hour 70 (58.33%)      (2) 1 day 25 (20.83%)      (3) 1 week 22 
(18.33%)   (4) 1 weekend 2 (1.66%) 
Table 1.1 Rating of the sections in terms of the listed characteristics 
Table 1.2 Rating of Platform as a communication tool 
 
 Editorial  Profiles  Features  General 
news 
Safety 
news 
Human 
interest 
articles 
Updates on 
business 
performance 
Always interesting  67 
(55.83%) 
43 
(35.83% 
53 
(44.16%) 
55 
(45.83% 
86 
(71.66% 
54 
(45%) 
78 (65%) 
Sometimes interesting 41 
(34.16%) 
54 
(45%) 
53 
(44.16%) 
54 
(45%) 
24 
(20%) 
51 
(42.5%) 
27 (22.5%) 
Seldom interesting  6 (5%) 13 
(10.83% 
3 (2,5%) 5 
(4.16%) 
4 
(3.33%) 
7 
(5.83%) 
4 (3.33%) 
 
Statement  Strongly 
Agree 
Agree Neither  
agree nor 
disagree 
Disagree  Strongly 
Disagree 
Reading Platform 
enhances my knowledge 
about what is happening in 
the organisation 
60 (50%) 45 
(37.5%) 
12 (10%) 1 (0.83%) 2 (1.66%) 
I am aware of what other 
colleagues are doing in 
their areas through reading 
Platform  
42 (35%) 64 
(53.33% 
8 (6.66%) 5 (4.16%) 2 (1.66%) 
Through reading Platform  
I now understand the 
strategic direction the 
organisation is taking 
38 
(31.66%) 
53 
(44.16% 
21 
(17.5%) 
5 (4.16%) 1 (0.83%) 
Platform is a good 
communication tool for 
the organisation to reach a 
wider audience 
66 (55%) 42 
(35%) 
9 (7.5%) 2 (1.66%) 1 (0.83%) 
Information in Platform is 
presented in a way that is 
easily understandable 
60 (50%) 47 
(39.16% 
9 (7.5%) 0 (0%) 2 (1.66%) 
